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YOU CAN AVOID BOOBY TRAPS 


While the vast majority of customers pay their bills promptly, 
there are some who are slow and others do not pay at all. You are 
busy with the many diversified problems of being in business today. 
So you are urged to take advantage of the service your Credit 
Bureau furnishes to prevent your being victimized through slow-pay 
or nonpaying “booby-trap” accounts. 


Unprofitable accounts can be quickly detected through the use 
of FACTBILT credit reports, just as a soldier uses a mine detector. 
The personnel of the Credit Bureau is trained in the detection of 
slow-pay and nonpaying customers. 





It is the business of your Credit Bureau to help you do more 
business profitably. We solicit your continued use during the 
present war emergency and when peace comes. 
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“An Association of Credit Bureaus Since 1906” 


1218 OLIVE ST. ST. LOUIS 3, MO. 
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The National Retail Credit Association contributes this space monthly as a courtesy to its members of the 
Associated Credit Bureaus of America. 
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Burroughs’ ability to maintain its high service standards 





during these trying war years didn’t just happen! Years 





ago, Burroughs established a definite service policy in 
recognition of the fact that any mechanical product can 
be no better than the service provided for it. Today’s 
experienced, highly-trained service organization is the 
natural result of this farsighted policy of careful planning, 
constant study, continuous training and close supervision. 
It is this typical Burroughs thoroughness which makes it 
possible to help more and more users keep their precious 
Burroughs machines in action today. 


Burroughs systems and installation men have been constantly 

helping business machine users to make the fullest use of the 

equipment they now own... helping them to adapt their present 

machines to new conditions. Reference libraries containing up- 

to-the-minute information on machine accounting methods and 

procedures are maintained in all Burroughs offices. For help in 

IN MACHINES getting the fullest use from your present Burroughs machines, 

ay IN COUNSEL call the local Burroughs office, or write Burroughs Adding 

gg IN SERVICE Machine Company, Detroit 32, Michigan. 


FIGURING, ACCOUNTING AND STATISTICAL MACHINES « NATIONWIDE MAINTENANCE SERVICE » BUSINESS MACHINE SUPPLIES 
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Telephone authorization is em- 
ployed with the new Kardex 
Unified Credit Record in the 
The Palais Royal’s Cycle Billing 
set-up. Four operators using 
Model 258 Remington Rand 
Electric Bookkeeping Machines 
accomplished a volume of work 
that required more than twice 
as many machines under the 
old system. 














SIMPLIFIED CYCLE BILLING 


NOW IN WASHINGTON AT 
THE 


PALAIS ROYAL 


NE of the latest in a rapidly expanding list of 


department stores where Simplified Cycle Bill- 
ing has been adopted for customers’ accounts is 
Washington’s well-known The Palais Royal. Like 
nearly all cycle billing operations, this one is built 
around a Kardex Unified Credit Record, centralizing 
the credit history, ledger recap, and accumulation 
of posting media in one location. Operation under 
this system has proved to result in elimination of 
month-end peak loads and substantial reduction 
in clerical labor, as well as positive control. 
REMINGTON RAND’S SYSTEMS DIVISION, 
Retail Store Department, Buffalo 5, N. Y., will 
gladly furnish details. 


MII] 
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dy 2% 
The Kardex slide above was being stuffed with sales checks 
when a call for credit authority came in and the clerk stepped 
to the slide where she is passing credit. This done, she will 
push in the slide and continue with the filing of sales check 
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THERE'S SOMETHING 
ABOUT A BURROUGHS 
RIBBON THAT MAKES 
MY TYPING NEATER 


1 KNOW THE ANSWER. 
FINE FABRICS AND 
FINE INKS GO INTO 
BURROUGHS RIBBONS 


You get the best in 


BURROUGHS 
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ROLL PAPER 
RIBBONS 


Burroughs’ intimaie knowledge of 
business machines in action estab 
lished the exacting. specifications 
of quality which characterize Bur 
roughs supplies for all types and 
makes of businéss machines. The 
next time you need ribbons, carbon 
paper or roll paper, call your local 
Burroughs office. Ask for details 
on Burroughs Discount Purchase 
Plans which provide savings of 10 


ome (8) on your quahtity purcha 


Burreeill 


SUPPLIES FOR 
BUSINESS MACHINES 


BURROUGHS ADDING MACHINE COMPANY 
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MODERN BILLING CONTROL 





Erwin Kant ~ 


HREE GENERATIONS of Wisconsin peo- 

ple have looked to Ed. Schuster & Company 
for good merchandise, courteous service, and con- 
siderate treatment. They have not been dis- 
appointed, for they have made our business grow 
from a small store to the largest department store 
operation in Wisconsin. We, in the Credit De- 
partment, feel that we have made substantial con- 
tributions to the well-being of the business and we 
leave no stone unturned to improve customer 
relations and to build new accounts. We search 
constantly to devise methods of serving our cus- 
tomers better, and it will always be our aim to 
take advantage of the most modern and effective 
management tools. 

We have followed what I call a conservative, yet 
liberal and enlightened credit policy. By that I mean 
that my credit interviewers have been selected and 
trained to use intelligence and good judgment in opening 


About the Author 


FEW MEN are as well qualified as ERWIN 
KANT to discuss advanced methods of credit 
control. As a Past President of the National 
Retail Credit Association 
and a member of the Execu- 
tive Committee, he has long 
observed credit problems 
and the methods advanced 
for their solution. Founder 
and father of the Wisconsin 
Retail Credit Association, he 
has been unsparing of him- 
self in advancing credit 
methods and in promoting 
the interests of the men who make these 
methods work. 

Behind this solid record of accomplishment 
stands another of which he may well be proud. 
For more than thirty years he has been a 
credit executive. In 1916, he joined Ed. 
Schuster & Co. Inc., where in three years his 
abilities won him the post of General Credit 
Manager, the position he still holds. Though 
he is an officer of his company, he prefers to be 
known as the Credit Manager and makes light 
of his banking directorship and other marks 
of solid achievement. 

A sound and clear thinker; an excellent ad- 
ministrator who knows how to delegate au- 
thority and responsibility; a keen student of 
business trends and methods; Erwin Kant has 
proved himself more than competent to diag- 
nose.credit problems and to prescribe sound 
remedies. His experience, recounted in this 
article, deserves careful consideration by the 
credit fraternity.—Ed. 


ef 
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accounts and when extending credit to marginal risks 
to arrive at a clear understanding that credit depends 
upon promises made and kept. At the same time, we 
realize that accidents do happen and situations arise 
in which people are truly unable to meet their obliga- 
tions promptly and in full. In such cases we go along 
with them and do not press or dun a customer who comes 
to us and explains his position. If sickness or other 
misfortune strikes, we are always willing to work out an 
arrangement that does not impose hardship upon a cus- 
tomer. We have found that this enlightened liberal 
policy builds friendship and patronage. 

I have also impressed upon my people that we can 
and must be salesmen of good will. We, in the Credit 
Department, like the buyers and salespeople, must do all 
in our power to win new charge customers for Schuster’s 
and to hold the customers we already have. I have 
worked out a number of interesting and productive pro- 
motional ideas that are contributing measurably to in- 
crease our number of active accounts. While I should 
like to describe them, they are somewhat foreign to my 
present topic of modern billing control. 

We have over 96,000 active accounts, so that the 
problems of billing, of mailing statements, of handling 
collections, and of collection analysis and of special treat- 
ment of past-due accounts were of considerable magni- 
tude. We felt that we could improve our methods and 
our service to our customers by a fresh approach to the 
administrative problem of the department. We also 
recognized that we could aid the selling and some of the 
other nonselling departments if we could find a really 
practical system that would eliminate month-end peaks. 
But, I insisted, whatever new method we might adopt 
must be practical and efficient from the point of view 
of the organization as a whole as well as from that of 
the Credit Department. I felt our needs must be served 
and well served, but not at the excessive price of compli- 
cating the work of others or of lessening customer satis- 
faction and good will. Our 150,000 accounts, of which 
more than 96,000 are currently active at all times, are 
our most precious asset and one I flatly refuse to jeopard- 
ize. 


Cycle Billing the Best Method 


My survey of methods was, I believe, thorough and it 
pointed to Cycle Billing as the best method—a method 
which is applicable to small, medium, and large opera- 
tions, though smaller operations than ours will not pro- 
duce as large dollar benefits, but percentage-wise the 
economies may be as great. 

Before describing how we do it, I shall cite some of 
the things we have been able to do: 

1. We have been able to get bills out on schedule with 
no increase in help in the busiest season we have 
had. 

. We have cut down the number of billing machines 
used from 14 plus four standby machines used in 
the Holiday Season to four plus one standby ma- 
chine despite increased sales. 
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. We have “‘deskilled” much of our billing operation, 
so that clerks can do what formerly required ma- 
chine operators in some phases of the work. 

. We have levelled out month-end peaks in bill 
preparation; in stuffing envelopes; in collections; 
and, consequently, levelled the selling and delivery 
peaks, and have maintained collection ratios. 

. We have reduced collection analysis and follow-up 
of accounts up to four months past-due to a five 
hour a day job of one girl. 

. We have greatly reduced bill complaints and bill 
adjustments. 

/. We are in addition to giving better cooperation to 
the promotion department in reactivating inactive 
accounts making important time savings by not 
having to weigh bills or count pieces inserted into 
envelopes. 

These results and advantages large and small add up 
to better customer service and better operating efficiency. 
They are made possible for us by our installation of 178 
Kardex Cabinets which house the more than 96,000 active 
customer records we require. Similar results can be 
obtained by others—whether they need more or fewer 
cards—who use our tested and proved method. 


Opening the Account 

For illustration, let us trace the highlights of the re- 
lationship between the Credit Department and Mrs. John 
Smith who is about to open and use a charge account. An 
interviewer fills out a Kardex record card which is an 
application for credit. This is signed and approved. 
Then Mrs. Smith’s name is typed on the visible margin 
of the card and it is inserted with a Graph-A-Matic 
Control Signal in a Kardex Pocket which is placed in 
alphabetical sequence in a Kardex slide in one of the 
twenty cycles which are divided among our 178 Kardex 
Cabinets. Since Mrs. Smith has charged nothing, the 
Graph-A-Matic Control Signal is set in the inactive 
position. Mrs. Smith receives her Charga-Plate, and 
an authorizing strip is inserted in the visible index panel 
at the telephone authorizing desk. 

Credit established, Mrs. Smith buys a dress and hands 
her Charga-Plate to the salesperson. The charge being 
for more than $10, authorization is required. This is 
done by telephone. Since the visible index panels are 
filed by house number and then alphabetically by name, 
the proper line is located before the address is completely 
spoken, and, unless there is a signalled indication re- 
quiring reference to the Kardex control record which 


would occur on only about 15 per cent of the accounts, 
authorization is given in a very few seconds. 

The resulting sales ticket goes at the close of business 
with thousands of others to the Sales Audit Department 
for verification and control purposes. Here it is pre- 
sorted into sequence and sent to the Billing Department. 
Because of the number of accounts, we use 20 cycles and 
305 subcycles for control purposes and allocate clerks 
to cycles so that they develop familiarity with the ac- 
counts they handle. This ticket is stuffed into the 
Kardex pocket which now carries, in addition to the 
credit application, a transcript ledger card and a title 
insert. Subsequent purchases and merchandise credits 
(and payment receipts after the account has once been 
billed) are similarly stuffed into the pocket. Some may 
wonder whether these tickets build up so that trays 
cannot be closed. We have found this does not happen. 
For example, in December we had a tray in which four 
consecutive accounts held a total of 161 tickets and the 
other pockets of that Kardex slide were abnormally ac- 
tive, and there was no difficulty. 

At the close of the cycle, transcript cards and charge 
and credit tickets are pulled or stripped from the Kardex 
pockets and sent to the billing machine operators who 
post the entries and automatically print the totals on 
the transcript. We preaddress a billhead for every active 
account, that is, each account on which there has been 
a charge within the past six months. Our billheads are 
so printed with notched vertical rules that the number of 
postings shows whether three or six cents or more post- 
age is required. 

When Mrs. Smith pays her bill, the cash remittance 

(Turn to ‘Modern Billing Control,’ page 31.) 
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Effective Liquidation 
Of Doctor and Hospital Accounts 


D. W. Prohazka 
Manager, Sault Credit Bureau, Sault Ste. Marie, Michigan 


HE SEARCH of medical science for the 

preventatives and cures for the diseases of man 
has been tireless and thorough. The subject of 
many a layman’s readings and movies has been 
the dramatic efforts of scientists in quest of new 
medical discoveries. Less publicized but fully im- 
portant has been the practical application of those 
discoveries by the hard-working surgeon and 
physician in his practice. 

The history of hospitals runs back to the middle 
ages when the monks provided sanctuary for the 
weary traveller. From the small beginning of a 
night’s free lodging they have grown into a vast 
service. The hospital is the doctor’s right hand, 
providing laboratory equipment for work, and 
competent care for the sick at a charge that runs 
but little higher than a first class hotel, you supply 
room, food, nursing care plus all the attentions 
necessary for the medical practice. 

This story isn’t new. You realize the importance of 
your business and some have dramatized it for patients. 
Yet there is a side to your business that has been 
neglected too long and it is only of recent years beginning 
to approach an answer through that same scientific analy- 
sis. Most of you probably run very modern and com- 
petent offices. Yet in your field of medical economics 
there has been a distinct lack of interest in properly 
solving the public problems. To thousands of indi- 
vidually practicing doctors and hundreds of small hospi- 
tals, the dollar and cents relation with the patient is 
still hit and miss. 

As proof, do you think that such a bill as the Murray- 
Wagner proposal would ever have gone as far as it has 
if the solution had been made by the doctor and hospital ? 
I say this not as a criticism but as a fact to determine 
the point from which we might progress in discussion. 

The doctor’s personal attitude for the most part has 
been diametrically opposed te the practice of medical 
economics. Sometimes in the practice of medicine he 
must hurt the patient to effect a cure, and it likewise 
holds true in the collection of his accounts. How many 
times has the doctor said, “Oh, that’s all right, George, 
you just pay me when you get around to it.” George 
took him at his word and because so many Georges did 
just that the difficulties have aggravated themselves to a 
point where the right of the private practice of medicine 
is in danger of being impaired. 

What about George? Well, there are three Georges. 
One is the Abraham Lincoln type who would walk a 
mile to return a penny. He is honest in a positive sense 
and will see voluntarily that the bill is paid in the 
shortest possible time. The second George is honest in 
a negative sense. He has no intention of not paying his 
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bill but will suit his convenience. The third George 
has no intention of paying his account. He will beat 
you if he can and will pay only when he knows you 
are in position to force payment. 

Some of each class are unable to pay but for the most 
part a 3% loss will more than cover any such persons. 
These Georges I have discussed, all could have paid in a 
reasonable time. ‘This is the reason that physicians and 
hospitals in districts where credit control is weak have 
taken losses as high as 35% to 40% on direct patient 
receivables. Under such credit conditions a surgeon 
will have the highest loss percentage because of the larger 
average bill. The eye, ear, nose and throat doctor usually 
holds his down to about 6% to 10% because of smaller 
amounts and ability to collect in advance on glasses. 

To get back to George. In the meantime, having been 
urged not to hurry about the payment of the doctor’s 
account and knowing that he wants additional household 
goods he has encumbered himself with numerous install- 
ment accounts for hard goods. The average person in 
usual times earns $110.00 to $130.00 per month so that 
George has easily allocated all of his earnings to normal 
pursuits of living plus his hard goods installments. 

When the delinquent account, after several months or 
even years becomes burdensome to the doctor, he applies 
collection pressure through his office or a suitable collec- 
tion agency. There goes George’s budget. He’s over- 
loaded with installment accounts, has no excess above 
living costs, but must squeeze in a payment for the doctor, 
or refinance his whole setup at a considerable expense. 


Advantage of Discussing Terms 


Would it net have been better at the psychological 
moment in the course of creating the medical bill to have 
discussed terms man to man, and to have avoided that 
little mental quirk that prevented a proper understanding 
and later caused George so much discomfort and the 
doctor and hospital so much expense and loss? Just as 
commercial business must analyze its markets to know 
what can be sold safely and profitably, so the medical 
bill should be considered in the light of its place in the 
family budget and its relation to the commercial world. 
They cannot be divorced, as so many doctors have be- 
lieved, from the general business market without causing 
undue harm to the very ones that are trying to get pro- 
tection by concealment. 

Time is the very essence then of a good credit and 
collection program. If you have studied Dr. Clyde Wm. 
Phelp’s books or have noted the National Retail Credit 
Association charts or possibly heard of the American 
Indemnity Co.’s plan of insuring accounts receivable, 
you know what the aging chart means. These three 
sources have all come to the same conclusion, that the 
depreciation of accounts receivable is rapid and disas- 
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trous, calling for careful credit extension and rapid collec- 
tion pursuit. In many medical cases where credit selec- 
tion is not always possible, the collection action at the 
proper time becomes increasingly important. Such a 
chart is illustrated here: 
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It is clearly evident that the most important period 
of accounts receivable collection is in the first three 
months. Sometimes your patient isn’t fully recovered 
and back to work by then, but usually it is about that 
time that George begins the process of encumbering him- 
self with other obligations. His resistance to paying 
his bills rises conversely to the depreciation of the ac- 
count as shown in the diagram below: 
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Also the debtor resistance line represents the increasing 
expense of collection to you. 


The best proof of this aging chart came from an 
analysis I made of two hospitals in a midwestern city. 
They operated in the same community with the same 
patients, going from one hospital to the other in many 
cases. The same collection agency worked on their ac- 
counts under the same treatment. Each hospital gave 
the collection agency the same amount of accounts for 
collection in proportion to their sales volume. Here was 
the result: 

125 Bed 85 Bed 
Collection Agency 

Accounts 
Average Age of 

Accounts 
Credit Department 

Follow Up 


$72,000.00 $54.000.00 


16 months 414 months 


1 statement 
4 letters 


every 15 days 
Collection 


Liquidation 33%% 
Collection Rates 50% 25% 


2 statements 
14 letters 
one each month 


Net to Hospital 


Net to Agency 


125 Bed 


16%4% net 
Liquidation 

$12,000.00 or 

16%4% of 
Collection 
Accounts 


85 Bed 
$27,000.00 or 
50% net 

Liquidation 
$9,000.00 or 
16%4% of 

Collection 


Accounts 


All the work done by the 125 bed hospital after 414 
months evidently produced no results, but depreciated 
their accounts to a point where they were worth only 4 
of the accounts of the 85 bed hospital, under the same 
collection agency operation. 

What practical solution can be offered then? First 
the doctor and hospital office must arrange for a credit 
interview that gives all the essential details of identifica- 
tion and satisfactory terms. Identification should include 
all information concerning the party responsible. Terms 
should be as short as possible. Except in emergency cases 
the credit reports from your Bureau will indicate the 
debtor’s paying habits. Where they are bad every form 
of securing the doctor’s account by note or requesting cash 
should be involved. 

Discuss with your Credit Bureau Manager all the 
values of Credit Bureau service. Credit reports origi- 
nally are important. Another service for which there is 
generally no charge but which strengthens both your 
office and the Credit Bureau is to furnish the Bureau 
with a list of all of your accounts. The experience is 
not necessary. A notation is placed on the Bureau’s 
Master card. Whenever a credit report is requested by 
another medical office or business house, the Bureau re- 
porter will ’phone for your experience. 

Then a reliable collection agency can be of material 
assistance in closing your slower accounts. The agencies 
have learned by the aging chart that they can handle 
collection accounts. at less expense than the medical 
office at about five months. Don’t be fooled by the 
occasional account that pays out after several years. 
Arithmetical proof is definite in showing better agency 
results at 5 months, with a higher return to both the 
medical and hospital office and an actual lesser expense 
of operation to each. 


Representation of Credit Bureau 


Both the Credit Bureau and Collection Agency repre- 
sent a good cross section of professional and business 
houses. Because of the combined accounts they receive 
they have a powerful access to the confidence of the 
debtor in learning the proper method of account payment. 
This is further strengthened by the Credit Bureau’s and 
Collection Agency’s relations with the employers. This 
relation is stronger for the most part than any single 
office because it is representative of so many offices and 
carries such a complete picture of the debtor. It is this 
knowledge that makes it possible for the Collection 
Agency to handle accounts past the five months less ex- 
pensively than the individual office. The Collection 
Agency recognizes this feature as the creditor, debtor, 
employer, agency cycle. When combined with proper 
Credit Bureau service it furnishes an effective and prac- 
tical credit control. The program should be supported 
freely and willingly with understanding of the mutual 
advantages. tik 
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Irs. Consumer Speaks... ! 


N MY WORK with the Better Business 
Bureau I have talked with many St. Louis 
women, housewives and business women alike, 
regarding their complaints against firms and prod- 
ucts. . They usually express a few opinions and 
ideas of their own about what they believe Amer- 
ican industry can do to make a better America 
after the war. I have taken as many of these ideas 
and opinions as I could remember, added a few of 
my own ideas and experiences as a housewife and 
brought them here because I felt the opportunity 
to express the consumer’s point of view before a 
meeting of this kind, was a golden one. I hope 
I can give you some practical and useable ideas 
on the subject. 

Let us pretend you are listening to me as Mrs. 
America 1944, a composite of all types and personalities 
of American women talking to American Industry. Per- 
haps I have some rather lofty ideas as to what American 
Industry can do to make a better America after the war 
but they are built on the pattern established before the 
war. 

Yankee ingenuity, under the American system, has 
given me a higher standard of living than in any other 
country. Mass production and distribution has filled our 
lives with luxury. Our sons, daughters and husbands 
can get ahead with their jobs following the example of 
many prominent Americans who rose from unimportance 
to prestige and success. I am well aware of American 
Industry’s contribution to the American way of life. 

But I can also remember things many firms did which 
were not always worthy of the high position they enjoyed. 
I can recall criticisms of industry and its selling tool, 
advertising. Consumers were very critical of some 
advertising and voiced it in no uncertain terms. “It 
lied,” they said. “It exaggerated ;” “It offended against 
good taste;” “It made us buy things we couldn’t afford ;” 
“Tt did not always tell us the things we needed to know 
to make us good buyers.” Certainly this was not true of 
all advertising but there was enough of it to warrant the 
criticism. 

We were disgusted with guarantees which seemed to 
promise much but which we soon discovered were not 
worth the paper they were printed on. (That was before 
the paper shortage days and some of those guarantees 
were works of art.) Vague guarantees are of no value 
and give a false sense of security in a product which is 
not worthy of it. This headache, thanks to the good 
work of the Better Business Bureau and the hearty 
cooperation of its members, has almost disappeared from 
the St. Louis area. 


MRS. IRENE MACE is a member of the 
staff of the Better Business Bureau of St. 
Louis. This is a talk she gave before a recent 
weekly meeting of the Rotary Club of St. Louis. 
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We were tired too of the “old run-around.” When 
we, as consumers, felt we had been taken advantage of, 
we often found it very difficult to find anyone to take 
the blame. We had done business with the retailer 
but he told us it was the manufacturer’s fault. If we 
were lucky enough to contact the manufacturer, he often 
placed the blame elsewhere. We users had no reliable 
source of contact with the producers of the goods we had 
bought. These were real grievances but the war came 
along and we had something else’ to worry about. 

American industry’s wartime achievement has been 
magnificent. Its conversion to products of war and the 
expansion of its production should be highly commended. 

But, although I would be the first to commend Amer- 
ican business, I get a little weary of hearing them brag 
about themselves. It seems to me a waste of paper to 
publish ads patting themselves on the back for their 
contribution to the war effort or advertising products 
they know I can’t buy. When they tell me what more 
I can do to help win the war or how I can make the 
things I have last longer, I am delighted. Frankly, some 
of the wartime advertising is appalling. 


An ad of a chemical company read, “Pin a service 
ribbon on your dry cleaner.’”’ Now I know that the dry 
cleaner is one of the fellows who has been hard hit by 
the war, nevertheless, when I wait several weeks for my 
cleaning and am told when I call to inquire about it, 
“Lady, don’t you know there is a war on?” I certainly 
do not feel like pinning a service ribbon on my cleaner! 


Ads Concerning Overworked Emotions 


Ads which strain our already overworked emotions 
should be outlawed. A recent radio ad read, “I turned 
the music louder to drown out the silence.” Imagine 
the effect of such an ad on a woman who is fighting the 
loneliness caused by the absence of a husband or sweet- 
heart or worse still, is trying to control grief for the 
loved one who will never come back? Such ads are 
positively cruel and are not conducive to good civilian 
morale. 


The bumper crop of babies we are having has been a 
Roman holiday to the ad writer. To advertise such 
articles as electric light bulbs, tires, and garden furniture 
is to me, decidedly bad taste and a travesty on so sacred 
a thing as motherhood. 

These are only a few and by no means typical of all 
wartime advertising. Most of it is very good and a real 
contribution to the war effort. For instance, there is 
a towel ad which gives instructions for the laundering 
and care of towels to make them “durable for the dura- 
tion.” The picture in the ad*shows the use of towels 
by our armed forces thus making us realize we must 
take care of those we have for the supply is going to war. 
I also liked and so do many women, a certain refrigerator 
ad. In clever pictures it shows the many ills that can 
beset the home refrigerator and the “first aid” the house- 
wife can give. It offers a booklet on the subject and 
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I know a number of women who have the book and fol- 
low its suggestion although at present they are not using 
that refrigerator. When they are in the market for a 
new one, guess what kind they will buy? 

It is encouraging to know that American industry is 
making postwar plans. I have my plans too and have 
very definite ideas as to what I would like to see industry 
do after the war. Let’s begin with my chief worry, prices 
and quality. 

Are you making plans for the stabilization and control 
of prices when business as usual returns? I realize the 
importance of price control during this emergency but 
I think when peace comes we will all be glad to drop 
the red tape and complications it causes. But I don’t 
want prices to soar because there is a greater number 
of buyers than products to sell. Can American industry 
work out a plan to insure fair prices after the war or 
will we have to have price control for some time to come? 

All consumers ask is a reasonable price for the things 
they must buy. We know that the manufacturer, dis- 
tributor and retailer are entitled to a fair profit but we 
want our money’s worth too. We have worked hard, 
sacrificed and saved for postwar buying. We want to 
use that money wisely and get good value for it and 
we want American industry to give us assurance now 
that we will get it. 

I am told the quality of merchandise for government 
contracts is much higher than ever offered to civilians 
even before the war. If you are capable of producing 
better quality merchandise for Uncle Sam why can’t 
you produce them for me? When peace comes, don’t 
take advantage of me just because you know I must have 
so many: things I’ve done without during the war and 
because I have the money to buy them. Don’t take ad- 
vantage of my eagerness to buy just to line your own 
pockets. I want quality products and I want my money’s 
worth. I don’t want to be bamboozled into buying goods 
that won’t hold up. 

You'll find Mrs. America 1944 a much smarter woman 
than you ever dealt with before. This war has taught 
her the value of learning. She has studied all sorts of 
things, nutrition, home nursing, and motor mechanics. 
She has learned to balance a budget and ration points 
have taught her a new lesson in spending. To give her 
family the things they like on the points she is allowed, 
is no mean trick. It has taught her to buy within her 
means. I assure you our butcher will not give us a 
60 point roast for the Sunday dinner, 10 points down and 
2 points a week, with no interest or carrying charge! 


Use Simple Language in Ads 


This yen to know things will make Mrs. America 
ask a lot of questions. Tell her all you can but give it 
to her in her own language. Never mind economics, 
regulations and tariffs. She is willing to let you do the 
planning and management but occasionally take time out 
from your problems and- listen to her opinion about 
things. Her ideas may seem naive and simple but I 
believe that consideration of them may often be of in- 
valuable help to you. 

Now I am going to let you in on a secret. ‘The 
modern woman may wear overalls, rivet a machine, 
work in the railroad yards, but underneath she is the 
saine girl. She still wants to be glamorous! Continue 


to appeal to her desire to be beautiful and to have fine 
things, but don’t insult her intelligence. Back up your 
intriguing, subtle copy with some factual information. 
Remember too, that the wish to be lovely has no age 
limit. The soap ads of today assume that only threé 
kinds of women ever wash their faces, brides, debutantes 
and movie stars. The rest of womankind are the great 
unwashed of America. 


Informative ads will be a great help but will not be 
enough. How about informative labels giving instruc- 
tions for use and other pertinent information? These 
help your consumer to use your product to best advan- 
tage and to buy wisely. Don’t be technical and use a 
lot of fancy terms. Just tell in simple language the 
things she ought to know. Your own specifications on a 
label wouldn’t mean much but how to use your product 
will help immensely. 

Prepare Good Literature 


I like literature too. I want to know the construction 
of fine furniture and the useability of new fabrics. I 
want a working knowledge of all the things I use and 
need every day. But I don’t want my house or my mind 
cluttered up with a lot of hit and miss literature. The 
picture of your president or the vast acreage your home 
office occupies, leaves me cold. Make your booklets 
worth carrying home and not something to put into the 
nearest trash bin or leave on the bus. Consumer educa- 
tion is a good thing but give it the easy way. Make 
booklets available at the retail store, then when the clerk 
talks about bemberg or celanese or ninon, for instance, 
we can find out then and there what those terms mean. 
Don’t you believe American industry could plan a well 
coordinated consumer educational program? Who is 
better fit to furnish information than the men who pro- 
duce goods? 


Don’t kid me about postwar products. My slow mind 
can’t conceive of some of the things you hint as being 
ready after the war. Some advertisements promise us 
almost impossible changes in our mode of living. Our 
houses will be filled with magic. Don’t fill me with idle 
dreams and half-baked ideas. Tell the truth about what 
we can expect now and what you are planning for us 
in the future. 

And one more thing. Don’t use me for a guinea pig 
or test tube. I share your dreams of the future but 
please don’t test them out on me. I don’t like to be 
fooled or hoodwinked into purchases. You may have 
gotten away with it in the past but I don’t believe you 
will in the future. 

Women like their money’s worth and still love a 
bargain. But be sure it is a bargain you are offering. 
She is not nearly as gullible as you think she is. I know 
“there is one born every minute” but vital statistics show 
that 18 others are born the same minute too. So be wise 
and help her to spend her money wisely and to good 
advantage. 


You've taught her to want the good things of life, and 
she knows that American industry can make it possible 
for her to have them. Your job is to see that she gets 
them. Not such a big job when you remember that in 
175 years in this great country of ours, American in- 
dustry has grown from cottage industry to the great 
power it is today. kik 
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Consumer Credit 


As a Force 


In Post-War Markets 


oe TASK of generating as much business 
activity in time of peace as we now have in 
time of war is a problem with many facets. The 
war against instability will have to be fought on 
widely scattered fronts. Some of these peacetime 
fronts will be taxation, labor relations, small busi- 
ness enterprise, social security, and international 
trade, to mention only a few. My theme con- 
cerns one of the major sectors of the battle line, 
consumer buying power. 

The key word in the title, “Consumer Credit as a 
Force in Post-War Markets,” is the word force. 
The dictionary defines it as “an active power,” 
“energy,” or “that which produces a change of 
motion in a body.” It was Bill Nye, I think, who 
once quipped that he had just finished reading 
the dictionary; he didn’t know who wrote it; it 
didn’t seem to have much of a plot, but the author 
sure had a fine vocabulary! 

The word force suggests that consumer credit can 
energize markets so that they expand or contract. The 
contribution to winning the peace of those who deter- 
mine policies in the field of consumer credit will be 
measured by the extent to which such policies are geared 
into the common effort. 

Merchants are directly and vitally interested in the 
total amount of goods and services purchased by the 135 
million Americans. In times of prosperity these pur- 
chases are large; in times of depression and unemploy- 
ment they are small. Here are the major ups and 
downs of consumer buying during the past quarter cen- 
tury: 


CONSUMERS’ EXPENDITURES FOR GOODS AND SERVICES 








PURCHASES 
IN YEAR IN- 
DICATED (IN 

BILLIONS) 
1920-21 |The buyers’ strike. $61 to $52 
1921-29 |The climb to the peak. 52 to 72 
1929-33 |The crash and dizzy descent. 72 to 42 
1933-39 |The slow halting rise to our feet. 42 to 62 
1939-41 |We fill European war orders and pre-| 62 to 75 
pare ourselves. 
1941-44 |Both guns and butter; all-out (?) war.| 75 to 97 


PERIOD CHARACTERIZATION 














With this as background, let us turn to the future. 
The problem of post-war prosperity can be stated in 
various ways. One popular approach is in terms of full 
or high level employment. President Roosevelt has set 
the national goal of jobs at 60 million. Mr. Paul G. 


ALFRED H. WILLIAMS is President of the 
Federal Reserve Bank of Philadelphia. He 
gave this address at the third annual meeting 
of the Credit Bureau of Greater Philadelphia 
on February 13, 1945. 
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Hoffman, President of the Studebaker Corporation and 
Chairman of the Committee for Economic Development, 
has set the minimum number of jobs necessary to sus- 
tain prosperity at 55 million. Recently Mr. Rufus S. 
Tucker, Economist for General Motors Corporation, put 
the figure at slightly below 52 million jobs. 

Pick any one of these post-war goals and measure the 
difficulty of attainment by comparing it with prewar and 
current employment. In 1940, 48 million people were 
employed or in the armed forces. In 1944 with an all 
out war going at full blast, civilian workers plus those 
in the armed forces numbered more than 64 million. 
This change was the result of an increase of 5 million in- 
dustrial workers and 11 million in the Army and Navy. 
The unemployed had decreased from 6.5 million to 0.6 
million. Make reasonable assumptions as to the size of 
our peacetime army, as to retirement from business of 
the aged and you will see that any one of the three goals 
poses a first-rate problem in the generation of business 
activity. 

It is fruitful to think about post-war prosperity as a 
problem of spending. National expenditures arise within 
three great economic areas: By far the most important 
area in peacetime is that of individual consumption. The 
second area is the field of business, including agriculture. 
(Note that the spending here is for plant expansion and 
maintenance and not for raw material and payrolls.) The 
third area is government—national, state, and local. 


Merchants Interest in Government 

Merchants have the most direct interest in the first 
area; individual expenditures for goods and services. 
When peace returns, business will have to rely chiefly 
on this area to produce purchasing power. Despite the 
dangers of reasoning by analogy, I suggest you think of 
consumer purchases as a stream that flows into a turbine. 
This turbine generates the power to turn the wheels of 
industry, agriculture, trade—all business, in fact. When 
the buying stream shrinks, the turbine slows down and 
consequently factories lay off men and living standards 
fall. The problem, therefore, is one of having purchases 
flow through the turbine with sufficient volume and 
regularity to enable it to operate at capacity. The war 
has truly revealed the capacity of our economic turbine 
when speeded up by increased flow of buying. In 1944, 
government units spent almost $104 billion; business in 
the sense just defined—$2.6 billion; individuals—$97 
billion. It has been predicted that when the war ends, 
federal government spending will drop down to $25 
billion. Can consumer buying be expanded enough to 
carry the lion’s share of the employment load of 52 or 
55 or 60 million jobs? 

To understand this problem we must take a closer look 
at “consumer purchasing power.” Stripped of all its 
technicalities, the amount of purchasing power at a given 
moment or over a given period of time is equal to (1) 





ams 


1 and 
ment, 
) sus- 
us S. 
1, put 


‘e the 
r and 
were 
in all 
those 
illion. 
on in- 
Navy. 
to 0.6 
ize of 
ess of 
goals 
Isiness 


pasa 
within 
ortant 
The 
ilture. 
n and 

The 
ment 
e first 
rvices. 
chiefly 
te the 
ink of 
irbine. 
sels of 
When 
n and 
ndards 
‘chases 
e and 
le war 
urbine 
1944, 
ness in 
s—$97 
+ ends, 
o $25 
ugh to 
52 or 


er look 
all its 
1 given 


to (1) 


current income in the form of wages, dividends, rents, 
interest; (2) past savings in liquid or spendable form, 
such as currency, bank deposits, savings deposits, and 
such securities as government bonds; and (3) future in- 
come which can be moved forward into the present by 
the extension of consumer credit in such forms as charge 
accounts, installment sales, and personal loans. 

This analysis shows that consumers in a given year 
can spend more than their income or they can spend less 
than their income. Those who are pessimistic and de- 
featist about the future see only the horns of a dilemma. 
If consumers, because of fear of what may happen in 
the days ahead, hold on to past, present and future buy- 
ing power then industry cannot sell and therefore will 
not produce; and we shall disrupt jobs, incomes, and 
markets. If, on the other hand, we rush in and buy 
as soon as war ceases and before war-geared plants can 
produce peacetime goods, we shall bid against one an- 
other for limited supplies and either dissipate accumu- 
lated savings and other income in price rises or bring on 
peacetime government control. 

Fortunately, there are other alternatives; neither a 
“buyers’ strike” nor runaway inflation with inevitable 
collapse is necessary. To return to the analogy of the 
economic turbine and the buying stream—if the flow of 
individual purchases can be expanded and stabilized, then 
the threat of deflation or inflation will be removed. 

How much consumer buying is needed? Here, again, 
estimates from competent quarters vary widely. The 
most optimistic estimate I have seen is $110 billion. 
The most pessimistic estimate is $145 billion. The latter 
requirement calls for doubling prewar consumer pur- 
chases. 

In the flow of the stream of purchases, we want neither 
a freshet nor a crickle. Consumers, merchants, producers, 
banks and finance companies should think of purchasing 
power: present, past, and future; as a stream that needs 
to be expanded or contracted in the light of the current 
state of business. We need two great impounding dams 
on the stream. As in the field of hydro-electric power, 
where dams catch water and hold it for future use, so 
purchasing power can be held for future use. Impound- 
ing dam number one could contain liquid savings. Im- 
pounding dam number two could act as a reservoir for 
consumer credit. When business is good and current 
income high the two reservoirs could store up liquid 
savings and consumer credit. When the stream shows 
a tendency to diminish, both reservoirs could be drawn 
upon. In these ways consumer buying can be sustained 
and the economic turbine kept going. 


Influence of Installment Buying 
On the contrary, as Dr. Sumner H. Slichter, a lead- 
ing American economist, has pointed out, “installment 
buying is an ideal device for increasing the violence of 
business cycles—by making it possible for consumers to 
spend more than their incomes in times of boom and by 
compelling them to spend less than their incomes in times 
of depression.” © 
From the standpoint of preparedness for the post-war 
period, we are fortunate in having these two dams al- 
ready filled with purchasing power. The liquid savings 
reservoir has been steadily filling during the war period 
because current income has been much greater than the 
available supply of goods. The result has been an 


increase in the amount of liquid savings. In the period 
from December, 1939, to December, 1944, liquid assets 
rose from $45 billion to $120 billion. Likewise the 
consumer credit reservoir has been filling. This has 
been due to the reduction not only of consumer debt but 
of mortgages, back taxes, insurance loans and other forms 
of personal debt. This clearing from the books of in- 
debtedness has increased the borrowing base and has thus 
built up the potential purchasing power. Can we use 
the contents of these two reservoirs wisely? Leaders 
in consumer credit are at the controls of one of the 
reservoirs. 

Properly used, consumer credit plays many roles. It 
enables the consumer to become an owner rather than a 
renter of durable consumer goods. It redistributes in- 
come over a period of time. It enables the individual 
to consolidate payments for many items into one payment. 
It assists the manufacturer and the merchant to level up 
buying and attain volume. 


Future of Consumer Credit 

It is to be expected that consumer credit will be more 
widely and more competitively used in the future than 
it has been in the past. The American Bankers Associa- 
tion recently surveyed the 15,000 commercial banks in 
the country and found that two-thirds of them expected 
to enter the field of lending to consumers. If this takes 
place, the increased competition is likely to reduce the 
cost of consumer credit. This may well be to the ad- 
vantage of many merchants. By forcing them to leave 
financing of installment purchases to financial specialists, 
it will enable them to concentrate all their managerial 
energies on the purchase, display, and selling of goods 
which, I assume, is the task they are most skilled at per- 
forming. 

I have used the analogy of the turbine to illustrate 
clearly that consumer credit is a force. The analogy is 
not to be construed in a narrow sense. We are dealing 
with the motives and actions of people and not with 
mechanical devices: It suggests the urgency of increased 
understanding as to how the economic order works. 
Policies if they are to be sound must be based on under- 
standing. 

William James, most characteristically American of 
all philosophers, searched diligently for what he called a 
“moral equivalent for war.” He wrote in 1910: “So 
far, war has been the only force that can discipline a 
whole community, and until an equivalent discipline is 
organized, I believe that war must have its way.” Can 
we as free citizens organize an equivalent discipline? 
Freedom is never taken away; it is given up. 

We have all the elements necessary for a continuously 
high standard of living. We possess abundant raw 
materials, well-trained resourceful workers, modern plant 
and equipment, ingenious and open-minded management, 
aggressive distributors, abundant purchasing power and 
a backlog of developed needs for goods and services. 
If we lack anything it is the capacity for self-discipline, 
the will to cooperate, and confidence in the future. With 
these present consumers will buy, factories will run, and 
capital will venture. Consumer credit can be “an active 
power”’—“an energy” in the post-war markets. It can 
be “that which produces a change of motion in a body.” 
The direction of the change lies with you. wik 
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Sigmund Wolfort 


ON JANUARY 2, 1894, a young man began work 
with Stix, Baer & Fuller Company, St. Louis, as a mem- 
ber of the bookkeeping staff. He was Mr. Sigmund 
Wolfort, who today is Secre- 
tary and Credit Manager of 
the Company, and is now in 
his fifty-first year of service. 

To celebrate his 50th anni- 
versary the members of his 
staff, some of whom have 
been with him for more than 
thirty years, honored him with 
a party on Saturday, Decem- 
ber 30, and presented him with 
a gold fountain pen and pencil 
set. The credit executives of the city also honored the 
occasion, and a group of the Associated Retail Credit 
Men and Credit Bureau of St. Louis who meet regularly 
on Tuesday noon each week, presented him with a 
beautiful tie clasp. It is no wonder that he was so 
honored by his associates in the store and the members 
of the credit fraternity, because he has served both in- 
stitutions loyally and effectively. His activity in the 
Associated Retail Credit Men and Credit Bureau of 
St. Louis goes back to its beginning, as he was one of 
the founders and has served continuously as a member 
of the Board of Trustees. 

Mr. Wolfort, however, generally celebrates his anni- 
versaries by doing something for others, and observed 
this event by making a substantial contribution to the 
St. Louis University Expansion Fund for the equipment 
of a medical laboratory to be under the supervision of 
Dr. John Auer. Several years ago he created a scholar- 
ship fund in the School of Medicine at St. Louis Uni- 
versity to enable needy students to continue their studies. 

Although it is Mr. Wolfort’s desire to take things 
easy, the Board of Management insists that he continue 
to guide the policies of the credit division through this 
critical period. He is loved and respected by all of his 
associates in the firm, and is constantly told that one so 
active and young looking should not think of retiring. 
If travel conditions were not as bad as they are during 
this war period, it is doubtful if he could be induced to 
stay put as he enjoys traveling. He has traveled exten- 
sively in the past, all over the United States and as far 
as the West Indies. 

As a member of the National Retail Credit Association 
since its early days, he is known as one of the “old 
guard.” His activity and interest in the affairs of the 
N.R.C.A. cannot pass unnoticed, and the National Office 
is proud to add their felicitations to those of his many 
friends throughout the country. His has been an enviable 
career and the success he has achieved is certainly well 
merited. Good luck, Mr. Wolfort, and many, many, 
more happy years to come. 
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“Thank you for your letter informing us that the Board 
of Directors of your Association had voted unanimously to 
cancel the 1945 Conference which had been scheduled to be 
held in Cleveland in May. By their public spirited action, the 
members of your Board have contributed materially to the 
relief of our overburdened transportation and hotel facilities. 
We note also; with pleasure, that several district conferences 
have been cancelled, and that others which are scheduled for 
spring or early summer may be deferred also. This is indeed 
a heartening demonstration of your support of the war effort.” 
—R. H. Clare, Secretary, War Committee on Conventions, 
Office of Defense Transportation, Washington, D. C. 


a 


“I appreciate your kindness in sending me the 
CREDIT WORLD while I was in the Service. It 
was just about the only medium of contact I had 
with the business world, and I always enjoyed read- 
ing it.’—Lieut. Wm. R. Arendt, USNR; General 
Manager, Retail Credit Bureau, Little Rock, Ark. 


oS 


“Regardless of the war, with its regulations and restrictions, 
The Crepir Wortp has increased in interesting copy. You have 
kept it filled with helpful articles. Thanks to you and your 
staff. Your contribution to the credit fraternity is one worthy 
of favorable commendation of all credit granters, especially 
during these strenuous days.”—Floyd ‘J. Habein, Executive 
Secretary, Findlay Chamber of Commerce, Findlay, Ohio. 


cS 


“The Director of War Mobilization and Recon- 
version has asked me to acknowledge receipt of your 
announcement sent to members of your Association 
cancelling the Annual Conference scheduled for May 
in Cleveland. Your cooperation in complying with 
the Director’s request to curtail non-essential travel 
and for the cancellation of conventions during this 
critical period is appreciated.”.—Lucius D. Clay, 
Deputy Director for War Programs, Office of War 
Mobilization and Reconversion, Washington, D. C. 


i) 


“The chapter on opening new accounts in your course 
‘Retail Credit Fundamentals’ struck me very forcibly, and I 
thoroughly agree with Dr. Phelps that ‘an account well opened 
is half collected.’ I could enumerate many chapters that have 
helped me, but will summarize it all in a nutshell by saying 
that it is a good course, one that the National Credit Association 
should be proud ¢f. I would be glad to recommend it to 
anyone that is connected with credit work.”’—Richard J. 
Morgan, Credit Manager, The Hub Clothing Store, Wilkes- 
Barre, Pa. 


“Many compliments have been received on the 
booklet ‘The Road to Profitable Credit’ which we 
mailed to every retailer in our entire reporting area. 
We feel that the educational message contained 
therein will be of considerable value for the Credit 
Bureau and our members.”—T. L. Ford, Manager, 
The Credit Bureau, Inc., Pittsburgh, Pa. 


eX 


“I was pleased at the reception that my slogan, ‘Pay your 
bills in full today, so that your credit will be good tomorrow,’ 
has had. Also the collection sticker that your artist worked 
up is attractive, eye-arresting, and effective. I am glad you 
are using it in that manner and I hope it proves profitable 
to the Association.”—Joseph Davids, Collection Manager, L. 
Frank Company, Washington, D. C. 


=<) 


“Your course ‘Retail Credit Fundamentals’ has 
given me an insight into the importance of credit 
in the world of today. You have, in a simple and 
efficient way, explained the principles of credit work 
from the opening to the collecting of the account.” 
—Miss B. MacGregor, Three Sisters, Chicago, Il. 
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~ National Membership Activities 


MEMBERSHIP HITS its stride and for the three 
months remaining in our fiscal year a net gain of not 
less than 600 new members, for a total exceeding 16,000, 
is anticipated. This will put us within striking distance 
of our peak of 16,986 members in December, 1941. 





New Members By Districts 
June 1, 1944, through February 14, 1945 


District 
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won > 


_ 
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Total 


Cities Reporting 10 or More New Members 
June 1, 1944, through February 14, 1945 

District No. 1 

Providence, R. I. 
District No. 2 

New York, N. Y. . 

Schenectady, N. Y. 
District No. 3 

Jacksonville, Fla. 

Charlotte, N. C. . 

*Greensboro, N. C. 
District No. 4 

*Alexandria, La. . 

Baton Rouge, La. . 

*New Iberia, La. 

New Orleans, La. 

Shreveport, La. . 
District No. 5 

Windsor, Ont., Canada . 

*Lansing, Mich. ; 
District No. 6 

Des Moines, Ia. . 

Minneapolis, Minn. 

St. Paul, Minn. . 
District No. 7 

Little Rock, Ark. 

Kansas City, Mo. 

St. Louis, Mo. . . 

Bartlesville, Okla. 
District No. 8 

Corpus Christi, Tex. 

Fort Worth, Tex. 
District No. 9 

Salt Lake City, Utah 
District No. 10 

Calgary, Ont., Canada 

Victoria, Ont., Canada 

Coquille, Ore. ‘ 

Eugene, Ore. 

Portland, Ore. 

Spokane, Wash. 

Tacoma, Wash. 
District No. 11 

San Francisco, Calif. 
District No. 12 

Baltimore, Md. 

Johnstown, Pa. . 

Philadelphia, Pa. 
__ Pittsburgh, Pa. 


*New National Units. 


Indications are that District 4 (Tennessee, Mississippi, 
Alabama and Louisiana) will take the lead within the 
next month. Evans Roberts of Baton Rouge, Louisiana, 
President of that District, states that he’ is determined to 
hold it. Henry C. Alexander of Charlotte, N. C., 
President of District 3 is likewise determined to finish 
at or near the top. That district is going strong. 

In view of the fact that our national campaign, under 
the direction of Harry F. Reid, Consumers Power Com- 
pany, Jackson, Michigan, General Chairman, was late 
in getting under way, it has been decided to continue 
the drive for new members without letup for the two- 
year period ending in May, 1946. At the next annual 
conference, which it is hoped will be held in Cleveland 
in May or June, 1946, prizes listed on page 13 of the 
November, 1944 Crepit Wor.p will be distributed. 

The basis on which the winners will be determined 
will be the number of new members reported for the 
period starting June 1, 1944, and ending April 30, 1946, 
if the conference is held in May, or May 31, 1946, if 
held in June. 

Let’s all roll up our sleeves and through cooperative 
effort finish this fiscal year—May 31, 1945—<close to 
our 1941 peak. 








Remember? That's the arm you said 
you'd give for a way out of your man- 
power shortage. A Rand McNally 
Simplified Budget Coupon Book Plan 
reduces time-taking bookkeeping and 
clerical details and still gives you an 
adequate customer credit system. 


For full details write today to: 
Rand McNally & Co., Dept. C-35 
536 South Clark Street, Chicago 5 
111 Eighth Ave., New York City 11 
559 Mission St., San Francisco 5 


RAND M*NALLY 
Budget Coupon Books 
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Accounts of 


Service Men and Women 


E HAVE HAD considerable success in the han- 

dling of our accounts with men and women in 
the armed services of our country. When these boys and 
girls went into the service, we took their accounts out of 
our current ledgers and put them into a temporary sus- 
pense ledger, and sent them a letter. 

(Exhibit “A”) 

Dear Mr. Jones: 


Congratulations to you on the very important part you are 
contributing toward the complete success of our armed forces 
and ultimate victory, for the United States. 


We are going to forget about the balance now owing on your 
account until you again return to civilian life. However, it is 
possible you have a plan in mind relative to the account. 
Please be assured we will give every consideration to your 
desires. 


Your patronage and the method of handling your account 
we hold in high esteem. We look forward to the day when 
you will once again be back with us. 

Account $24.67. 

Cordially, 


The success and good will achieved as a result of this 
letter was much greater than expected. Many of these 
accounts were paid in full by the boys themselves, by 
their parents, or by the boys’ wives. They all made 
similar comments telling us that—if The Union is decent 
enough to want to forget about their account, they 
wanted to be decent enough to pay them. 

On January 31 and July 31, the accounts that were 
not paid were transferred from the temporary suspense 
ledger to our P. and L. ledger, and of the thousands of 
dollars of accounts that we had on our books, a very 
small amount is unpaid. 

We knew we could not force the collection of these 
accounts, so we naturally had to forget about them. 
And, in forgetting about the accounts, we found it good 
business to tell these customers. 


INDERS 


for The Credit World 


CPx MPHLET type with stiff blue fab- 
ricoid covered sides and the words “Credit 
World” lettered in gold. Holds 12 issues. 
There is an individual wire for each issue, 
easily inserted. Every member should 
have a binder for each volume. Price, 
$2.00, postpaid. -» -» » 


Order from 


NATIONAL RETAIL CREDIT ASSOCIATION 


Shell Building St. Louis, Missouri 
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&. L. Weissherz 


Director of Accounts, The Union 
Columbus, Ohio 


Now, as the boys come back from the service, we are 
obtaining their names from two sources, one of which I 
am unable to disclose at the present time, but the other 
from the boys who come to our men’s clothing desk and 
register, and are presented with a leather holder in 
which they may keep their discharge certificates. We 
check these names against our accounts, and if they owe 
us anything, we send them a letter. 

(Exhibit “B’’) 
Dear Mr. Brown: 


Welcome home—you have done a grand job in helping win 
this war and we at The Union take our hats off to you. 


Now, as you again take your place in civilian life, The Union 
is desirous of helping you reestablish yourself in our com- 
munity. 


When you left for the service we forgot all about your account, 
and will continue to forget about it until such time as you are 
again engaged ih a profitable vocation. 


Come in and select your wardrobe, because we know how 
grand and glorious it will feel to get back into civies again. 
Call on me! I will be only too happy to work out a payment 
plan for you, which we’re sure will be mutually satisfactory. 

Lots of luck— 

Sincerely, 


When the boys come in and have selected their mer- 
chandise, they come to the office with their saleschecks. 
I personally talk to all these boys. We get out their old 
ledger sheet and enter into an agreement with them to 
pay a nominal sum out of each pay on the old account, 
and then draw up a contract with them on our extended 
credit plan for the new purchase. In other words, the 
boys are paying on both the old and the new accounts 
at the same time. So far, we have made quite a number 
of sales, and the boys are tickled pink with this type of 
service. 

This plan will not work with the boys who have not 
yet returned to their jobs because it’s very dangerous to 
extend credit to boys who have medical discharges whose 
only source of income is their government pension. ‘This 
type of account, if taken on, must be guaranteed by some 
responsible party. 

To those men and women returning from the service 
who have never had credit or who have no current credit 
references, a different treatment is necessary. Each ap- 
plication is treated individually, and we have adopted 
no certain rule as to the extension of credit to those men 
and women. We take into consideration the following: 

1. The family background. 

His paying habits before entering the service. 
. His position before entering the service. 

His previous standing in the community. 
. His present position. 

. The status of his physical condition. 


lon a thorough investigation along these lines, we 
go into a huddle and ask ourselves whether it is advisable 
to take a chance or not. Our percentage of refusals has 
been very small, and we don’t believe our losses will be 
too great. wk 
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Jacksonville e* ors 


IN RECOGNITION of his election as 
President of the National Retail Credit Associa- 
tion, more than 200 credit executives, friends 
and guests honored Joseph H. Riggs at a testi- 
monial dinner at the Mayflower Hotel, Jackson- 
ville, Florida, on January 29. The dinner was 
sponsored by the Retail Credit Men’s Association 
and the Credit Women’s Breakfast Club of 


Jacksonville. 


Besides the voluminous quantity of oral praise 
directed at Mr. Riggs, the guest of honor was 
also presented with a Shaeffer pen and pencil 
set by E. L. Witt, President of the Retail Credit Asso- 


ciation of Jacksonville. 


Speakers‘on the program included J. LeRoy Dart, 
President, Florida National Bank of Jacksonville; L. S. 
Crowder, General Manager-Treasurer, National Retail 
Credit Association; Robert G. Trosper, Executive Vice- 
President, Greensboro Merchants’ Association, Greens- 
boro, N. C., and Past President, Associated Credit 
Bureaus of America; Henry C. Alexander, Belk Brothers, 
Charlotte, N. C., and President, District Three, N.R. 
C.A.; L. S. Gilbert, Manager, Credit Service Exchange, 
Atlanta, Ga., and Past President, Associated Credit 
Bureaus of America; and Mrs. Kitty Lofton, Genuine 
Parts Co., Atlanta, Ga., President, Credit Women’s 
Breakfast Clubs of North America. Rev. Albert J. 
Kissling, Pastor, Riverside Presbyterian Church, of 
which Mr. Riggs is a member, gave the invocation. ° 

E. L. Witt presided; Charles E. Moorman, General 
Manager, Credit Bureau of Jacksonville was the toast- 
master; and the dinner music was furnished by Raymond 
Gage’s Orchestra. Dancing and entertainment followed 





ane aa Kiggs 


the dinner. Gilbert S. Goshorn was General 
Chairman of the affair. 


In addition to the many out-of-town visitors 
who honored Mr. Riggs, there were many tele- 
grams and letters received wishing him success 
in his administration. D. D. Bolen, Younker 
Brothers, Des Moines, Iowa, Past President, 
National Retail Credit Association sent a bou- 
quet of beautiful roses. 


Joe Riggs became connected with the Florida 
National Bank of Jacksonville as Manager of 
the Credit Department in the late 1920’s, which 
position he held for several years. During his employment 
he has passed through the various steps of official recognition 
from Assistant Cashier to Vice-President, the position he 
now holds. He is also President of the Florida Bank at 
Port St. Joe and the Florida Bank at Chipley. He has 
been active in the affairs of the Retail Credit Men’s 
Association of Jacksonville and at present is a director. 
He has also served as President of that Association. 
Joe is a tireless worker and when in need of rest and 
relaxation he finds it in fresh water fishing. He also 
likes to hunt and play golf. 

It is to be noted that Jacksonville, Florida, is the 
only city in the United States whose credit leaders have 
served as Presidents of three international retail credit 
organizations. They are: Joseph H. Riggs, President, 
National Retail Credit Association ; Mrs. Pauline Shepard, 
Past President, Credit Women’s Breakfast Clubs of 
North America; and Charles E. Moorman, Past Presi- 
dent, Associated Credit Bureaus of America. 

The guest of honor, other guests and distinguished 
credit executives are shown at the speakers table in the 
picture below. 
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MY FIRST TRIP in the fall was made early in Novem- 
ber. On the 14th of that month I addressed a noon meeting 
of the Battle Creek, Michigan, Association, of which Arnold 
Van Zanten, Michigan National Bank, is President and R. W. 
Matthews, Merchants Credit Bureau, is Secretary. A num- 
ber of merchants were present and that gave me an oppor- 
tunity to discuss postwar credit, in which all of them seemed 
interested. 

That night I addressed the Kalamazoo Association, which 


was. organized about a year ago. In addition to postwar 


credits, I discussed briefly the history of the National Retail 
Credit Association, as it is hoped the Kalamazoo Association 
will shortly become a unit of the National. National Director 
Harry Reid was a guest at the Kalamazoo meeting and the 
following morning we discussed National membership plans. 

Ralph W. Matthews, who was responsible for organizing 


the Battle Creek Association, now owns and operates the 
Credit Bureau at Kalamazoo. He is an enthusiastic National 
member and is doing an outstanding job for the credit grant- 
ers of both Battle Creek and Kalamazoo. The Battle Creek 
Association has conducted a number of successful credit schools 
and the Kalamazoo Association started off last fall with a 
school in Retail Credit Fundamentals. Battle Creek has 
always sent to the District and National conferences more 
delegates than any other city in Michigan and we hope 
Kalamazoo will also be well represented at future District and 
National meetings. 


Finance Conference in Chicago 


Spent November 16 and 17 in Chicago, having been in- 
vited by Thomas W. Rogers, Executive Vice-President, 
American Finance Conference, to attend the 11th Annual 
Business Convention of that association. There were approxi- 
mately 300 present, most of them finance executives from 
all sections of the country. An excellent program had been 
arranged and the addresses were highly informative. Out- 
standing speakers addressed the delegates at luncheon on 
both days of the conference. I had the pleasure of meeting 
a number of our members and several old friends who were 
in attendance. While | had intended to spend only one day 
at the meeting, | found the program so interesting that | 
attended all sessions, including the luncheon meetings. 

The afternoon of the second day was devoted to calling 
on key members of the Chicago Association, Messrs. Barnes of 
The Fair, Harrison of Marshall Field & Company, Kemper 
of Mandel Brothers, Martens of Carson-Pirie-Scott & Com- 
pany, Fred A. Smith, formerly Credit Manager and now 
General Manager, Evans Fur Company. Also called on the 
State Membership Chairman, A. B. Hunter, General Credit 
Manager, .The Rudolph Wurlitzer Company, but, unfortu- 
nately, he was out of the city. Some time was spent dis- 
cussing local membership possibilities with C. E. Barnes of 
The Fair, who is Local Membership Chairman. Under his 
direction, Chicago is expected to make an excellent member- 
ship showing this year. 

Starting out for the new year, I| left St. Louis the afternoon 
of Sunday, December 31, and arrived in New Orleans New 
Year’s morning. Accompanied by former National Director 
Stanley Kemp, New Orleans Public Service, I was the guest 
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of the New Orleans Association at the Duke-Alabama game 
at the Sugar Bowl. It was one of the finest football games it 
has been my privilege to see and according to radio and news- 
paper accounts it was said to be the best of any of the 1945 
bowl games. The game was full of thrills and the teams 
appeared to be very evenly matched. 

On New Year’s morning Mr. Kemp and I gh the pleasure 
of spending an hour or more with my friend W. S. Launstein, 
Executive Vice-President, Louisiana Trust & Sadie Bank, 
and Lt. E. J. Dobard, USNR, who has been stationed at Pensa- 
cola for two years or more. Lt. Dobard is a Past President of 
the New Orleans Association and was formerly an officer of 
the bank of which Mr. Launstein is Vice-President. 

On Tuesday and Wednesday calls were made on Messrs, 
Stanley Kemp, A. E. Maurin and W. P. Parkhouse, Jr., the 
latter Controller of the New Orleans Public Service, J. H. 
Bergeron of Rubenstein’s, Edward S. Burke, Gus Mayer Co., 
Ltd., President of the New Orleans Association, K. F. Blue, 
President, Foundation Plan, Inc., W. J. Fischer, President, 
Progressive Industrial Bank, J. D. Henderson, Mayer Israel 
& Company, Inc., E. E. Dellucky, Controller and formerly 
Credit Manager of Marks Isaacs Company, A. L. Tassin of 
Kreeger’s, and Ray Haydel of Coleman E. Adler & Sons, Inc. 

Had the privilege, my first one, of holding a diamond 
which had been ordered for a customer of Coleman E. Adler 
& Sons. It weighed approximately 10 karats and was priced 
at $42,000, which included $7,000 luxury tax. 

Calls were also made on Leon Lichtenstein of the Leon 
Godchaux Clothing Co., known as the dean of New Orleans 
credit managers, Henry Waskoski of Hausman, Inc., Geo. J. 
Springer of Katz & Besthoff, a former National Director, who 
during President Kant’s administration personally. signed up 
more than fifty National members in New Orleans, Hubert 
Fielder of D. H. Holmes Co., Ltd., a former National Di- 
rector, Mr. Jas. A. Smith, Secretary of that company and for- 
merly credit manager—also one of the deans of New Orleans 
credit men, and Robert Lienhard, President of the company. 
Mr. Lienhard was Credit Manager of D. H. Holmes Com- 
pany many years ago and served as National Director in 
1920-21-22-23. 

Also called on Messrs. Copenhaver, Drummey and Finnan 
of the Credit Bureau, and A. C. Artigues of White Bros. Co., 
Membership Chairman for Louisiana. Mr. Artigues is an 
enthusiastic National member and planned to attend the 
conference at Charlotte in March and the National Conven- 
tion at Cleveland in May. (At the time of my visit the 
meetings had not been cancelled.) 

A number of the New Orleans stores are doing a success- 
ful job with non-itemized billing and I found considerable 
interest in a community postwar credit policy. 


Visit to Shreveport 

Spent Thursday and Friday, January 4 and 5, in Shreve- 
port, my first visit to that city in four or five years. Ad- 
dressed a well attended meeting of the Association on Thurs- 
day night and calls were made (on both days of my stay) 
on a number of merchants and credit managers. Among them 
were: L, E. Jones, Arkansas Fuel Oil Company, President 
of the Shreveport Association, G. J. Neck, Credit Manager 
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of Goldring’s—who was out and on whom we could not make 
a return call—John Bell, Credit Manager of the Hearne Dry 
Goods Company, J. B. Booth, Secretary-Treasurer of Jordan 
& Booth, Inc., L. V. Gibbs of M. Levy Company, Inc., R. B. 
Todd of Sears, Roebuck & Company, Louis Selber of Selber 
Brothers and also had the pleasure of chatting with Mr. 
Forester, who is in charge of the office and Credits, and who, 
after an absence of some time with the National Cash Register 
Company in the East, is again with Selber Brothers. Also 
called on C. A. Parks, Southwestern Gas & Electric Company, 
President of the Louisiana State Association. 


Was accompanied by A. L. Pollard, Manager of the Retail 
Merchants Association, on some of my calls and by W. G. 
Readhimer, Manager of the Collection Department of the 
bureau, on others. 

One of the first members of the National Association in 
Louisiana was E. P. Carstens, at that time Credit Manager 
of the Hearne Dry Goods Company. Subsequently he served 
as Vice-President for nine years and later as President of the 
Credit Bureau for a number of years. While he has been 
out of retail work for some years, he has always been in- 
terested in retail activities and the progress of the Shreveport 
Association. 1 was fortunate in being able to interest Mr. 
Carstens in doing membership work for the National Associa- 
tion, first in Shreveport, and with the understanding that he 
would make a number of Louisiana cities, followed by visits 
to other cities in the South. He did a splendid membership 
job the first month in the field and is rendering a service to 
credit granters in the cities visited. 

It was my privilege on Friday noon to address the Shreve- 
port Rotary Club, of which A. L. Pollard has been a member 
for some years. 

Returned to New Orleans on Saturday morning, January 6, 
and although it rained most of the day, calls were made on 
several whom I had been unable to see earlier in the week. 
Was sorry that the weather prevented my calling on S. A. 
Mayor, Credit Manager of Krauss Company, Ltd., whom I 
have known for many years. He is a Past President of the 
New Orleans Association and was present at the dinner of the 
Past Presidents’ Club that evening. 


Membership Activities in New Orleans 

Was sorry to have missed A. Konrad Lagarde, President of 
the White System, Inc., who is our membership chairman 
for New Orleans. He was out of the city and not expected 
back until the following day. Was told, however, that he 
is very much interested in Local Association activities, was 
recently elected a member of the Board, and he is keenly 
interested in building National membership. As a matter of 
fact, since my visit Mr. Lagarde has reported twelve new 
members—evidence that he and his committee are on the 
job. 

While in New Orleans I discussed membership activities 
with A. C, Artigues, Credit Manager of White Bros. Com- 
pany, who is membership chairman for the state. He is 
very much interested in making a material increase in Na- 
tional memberships in Louisiana. 

Had a very pleasant visit with a newcomer to New Orleans, 
G. L. Peterson, Credit Manager of Maison Blanche Company, 


and formerly associated with my friend George Miller, Credit 
Manager of Arnold Constable & Company, New York. Mr. 
Peterson expressed himself as being delighted with his new 
home and is very much interested in his new connection. 
The credit managers of New Orleans regard him highly and 
have found him very cooperative and willing to do his part 
in furthering the activities of the Local Association. He was 
recently elected a Director of the Association, which indicates 
his standing with the credit men of the city. While in the 
store I said “hello” to my old friend David Liberman, Vice- 
President, who during my residence in New Orleans thirty 
years ago was Credit Manager of the company. 


Annual Dinner of Past Presidents 


On Saturday evening I attended the dinner of the Past 
Presidents’ Club, of which I am an honorary member. It is 
an annual affair and the immediate Past President of the 
Local Association is initiated before he can become a mem- 
ber of the club. It is some initiation, too. ‘The victim this 
year was Armand J. Rodehorst of Gately Marble & Granite 
Works. He proved an excellent candidate and took “the 
works” in good stride. The officers of the Association are 
permitted to attend the dinner but not the initiation and 
while the victim was permitted to look on while the rest 
of us enjoyed the delicious food for which New Orleans is 
famous, he was not served until after the initiation, which 
took place toward the close of the evening. The Past Presi- 
dents’ Club is unique in the credit fraternity and it does a 
splendid job of keeping the former officers interested in the 
activities of the association. Regardless of when they served 
as president, and regardless of present position, they are on 
hand for the annual dinner which, for building good fellow- 
ship, is “tops.” As I remember the roll call, all living Past 
Presidents were present with the exception of W. J. (Billy) 
Fischer, who had a previous engagement, Kaa Blue, whose 
son, now in the service, was passing through the city (was to 
be there only between trains) and Warren Finnan, who for 
some years has been connected with Sears, Roebuck & Com- 
pany, New York. 

Monday and Tuesday, January 8 and 9, were spent in 
Montgomery, Alabama. It was my privilege to address the 
annual meeting of the association that night and, accompanied 
by J. M. Holloway, Jr., of the Credit Bureau and Secretary 
of the Association, whose father was one of the founders of 
the association in the spring of 1918, we called on H. G. 
Carlin, Credit Manager, Alabama Power Company and a 
Past President of the association; J. Louis Sanford, Bishop- 
Parker Furniture Company, James D. Shepard, the Brown 
Printing Company, newly elected Vice-President, J. L. Pat- 
terson, First National Bank, Gordon Hossleton, Klein & Son, 
J. H. Brannen, Lawrence Furniture Company, E. C. Dean, 
Mathews Furniture Company, retiring President of the 
association, E. E. Pollan, Nachman & Meertief, Douglas 
Camp, Rhodes-Perdue-Collins Furniture Co., John D. An- 
drews, Frank Tennille Furniture Company and George Sud- 
dith, Union Bank & Trust Company, newly elected Presi- 
dent of the association. 


(Turn to “‘Journeyings,”’ page 30.) 
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Influence of Credit Management 
On Customer Relations 


Clarence E. Wolfinger 


OME TIME ago the credit department of 

Lit Brothers conducted a little experiment to 
find out just how and why applicants had selected 
our department store as one in which they would 
like to open an account. That inquiry was ad- 
dressed to each new customer over a period of 
several months, and the survey revealed that 60 
to 70 per cent of the new applications were the 
result of recommendation by a relative, a neigh- 
bor, or a friend. These findings gave substantial 
evidence of the value of good will and of the 
effect of friendliness in the credit operation. 

We are convinced that credit management can 
play a major part in establishing and improving 
good customer relations, and that thoughtful 
direction can contribute much to the all-important 
asset of customer good will. 

The credit department should constantly give out a 
spirit of friendliness, and it is particularly important that 
the customer’s first impression be favorable. This is 
possible when a friendly and cooperative attitude is 
maintained. The initial contact, if a personal one, 
should be pleasant and gracious; if by telephone, the 
conversation should be carried on with no less care and 
consideration than if the customer were present in the 
credit department. And if the original contact is made 
by correspondence, even more care is required in order 
that the written message may be warm and helpful, not 
cold and stodgy. Good reactions can be obtained when 
a spirit of helpfulness and friendliness permeates the 
credit department. 


Duty of Interviewing Customers 


A prime factor in developing good will through the 
credit function is the assignment of specially trained per- 
sonnel to the duty of interviewing customers. The 
reception given must make the customer feel welcome 
and also must put her at ease. Most of the information 
needed in opening an account can be obtained by the 
skilled interviewer without direct examination, but rather 
by means of a friendly discussion or by leading ques- 
tions. 

Another important consideration in our experience is 
to avoid any possibility of misunderstanding concerning 
action on the customer’s application and the time when 
the account may be used. 


CLARENCE E. WOLFINGER is Credit Man- 
ager, Lit Brothers, Philadelphia, Pa., and Sec- 
retary-Treasurer of District 12 of the N.R.C.A. 
This article is reprinted with permission of the 
EXECUTIVES SERVICE BULLETIN, Metro- 
politan Life Insurance Co., New York, N. Y., 
December, 1944. 
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It is essential that certain points be covered tactfully 
so that the customer will not expect service which it is 
not feasible to give. If she has lived in the community 
for some time, she should be informed that the references 
will be contacted immediately through the credit bureau 
and that in a day or two some definite word should be 
available. If the customer has recently arrived from 
out of town, it should be explained that references and 
checkings must be made and that the distance involved 
may cause a little delay in the return of references or 
the credit report. 

Our practice is to inquire of each customer if she 
would like to select merchandise at the time of applica- 
tion, and this she is permitted to do with the under- 
standing that as soon as the account is approved, the 
purchases will be forwarded. This indication of a 
desire to be of service seems to make a favorable impres- 
sion. 


Temporary Shopping Order 


On many applications where the credit factors appear 
to be very favorable, the customer is given a shopping 
order for a nominal amount, provided that she wishes to 
make use of the charge privilege immediately. This 
arrangement, in addition to furthering good will, makes 
the account instantly active, and in our opinion is good 
practice. The use of the account, not its opening, is one 
of the problems that confront retail stores. If one or 
two purchases could be charged to every good account 
that does not buy during the month, the increase in 
volume would be considerable. Therefore, we like to 
facilitate the use of the account by the new applicant. 
It might be noted that in soliciting new business, it is 
particularly important to obtain an initial purchase on 
the account at the time of solicitation. 

It is in obtaining new business that the good will 
earned by the institution can be realized or, on the other 
hand, can be developed. New business is the lifeblood 
of credit sales. There must necessarily be some kind of 
priming of the machinery of credit to offset the mortality 
of accounts caused by removal and other uncontrollable 
conditions. 

Solicitation of new business may be carried on by 
radio, mail, newspaper, and trade journals, or by a new- 
business department. Contacts that require an approach 
by telephone or by personal call demand the highest 
degree of ability, judgment, and tact, and the solicitor 
must be conscious of the fact that high-pressure sales- 
manship or any other method that could give offense 
may eliminate the possibility of good will, may perhaps 
destroy relations earlier established in other experience 
with the store. 

In the interest of new business and of good customer 
relations, we offer three types of accounts, and the credit 
department is called upon to select the one best suited 
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to the needs of the customer. . The regular charge account 
is payable in full during the month following the month 
in which the merchandise was purchased. The letter of 
credit account is a deferred-payment arrangement for 
general merchandise, usually referred to as soft goods, 
arranged for a fixed amount with a down payment, the 
balance to be paid over a period of not more than six 
months. The club plan account covers such merchandise 
as furniture, rugs, and electrical appliances, with a down 
payment and the balance extended up to a period of not 
longer than 12 months. Both of the deferred-payment 
accounts are subject to a carrying charge. 

In handling these accounts, we have learned from ex- 
perience that the customers of the retail store are every- 
day, hard-working, conscientious, good-living citizens, 
and that character is the principal basis for extension of 
credit. On the basis of experience with the second and 
third types of accounts referred to, we can develop new 
business and good will concurrently by suggesting a 
charge account for immediate use of those who have 
established satisfactory credit relations. Also, additions 
to deferred-payment accounts are encouraged by solicita- 
tion before the final payment is completed, and twice a 
year we circularize all deferred-payment accounts which 
have been paid according to terms, with an invitation to 
open another account. 

We have found, too, that our letter of credit arrange- 
ment has set up quite a measure of good will among our 
customers, for the reason that it is possible for the cus- 
tomer to buy a better quality of merchandise and pay for 
it over a longer period of time than the usual 30 days 
allowed for that type of merchandise. One evidence 
of public appreciation is that we have issued, during one 
particular peak season, more than 1,800 letters of credit 
in one business day. 

The handling of adjustments is another matter im- 
portant in developing and maintaining the good will of 
customers. Generally speaking, not all adjustments come 
to the attention of the credit department, but those which 
result in the closing of accounts through unadjusted 
differences and those which create credit problems, as well 
as others which result in the inactivity of an account, 
stand out prominently to the credit office. Each of these 
cases presents an opportunity for the credit department to 
discuss the complaint with the customer. In many cases 
the customer may not be entitled to the claim, but adjust- 
ment may be granted. Records are kept so that this 
privilege may not be abused. An adjustment promptly 
made is usually readily accepted, but an adjustment 
delayed often introduces additional problems. 


Effect of Collection Procedure 
On Customer Relations 


Customer relations are intimately affected by the collec- 
tion procedure. While this procedure is generally con- 
ceded to be a gradual one, there are times when drastic 
action becomes necessary. Even so, we make every effort 
to secure payment without pressing to the point where 
good will is destroyed. 


A good opportunity to improve customer relations is in 
the handling of the accounts of men in the service, as 
well as of their dependents. While it is true that a 
legal provision prevents the use of pressure upon those 


customers, there is at the same time an opportunity for 
the store to continue to serve and perhaps adjust existing 


debts. 


It is good business to review the outgoing mail of the 
credit department with a view to creating and increasing 
good will. Form letters should be scrutinized from time 
to time so that they may not become cold and mechanical. 
The written word may be more quickly misunderstood 
than the spoken word, as the latter is supported by voice 
inflection or a smile to soften a statement. Customers 
will build up grievances originating from poorly planned 
letters and, conversely, will remember the kindliness of a 
well-designed message. One of our practices is to keep 
a scrapbook containing all revised forms, the forms dis- 
carded, and all the new ones. 

Evidence of ill will arising from misunderstanding 
may be detected by regular reviews of inactive accounts. 
We endeavor to ascertain the reason by imprinting a 
message on a blank bill or by writing to the customer. 
This usually gives us an opportunity to clear up the 
difficulty or brings us information that the customer has 
moved out of town. 


Such personal accommodations as the cashing of checks 
for customers, particularly pay-roll checks, along with 
other little courtesies, go a long way toward creating 
good will. 

Good Customer Relations 
Depend on Well-Informed Credit Office 


When all is said and done, good customer relations 
are largely dependent on an efficient, up-to-date, well- 
informed credit office. The progressive credit manager 
does well to keep his entire organization informed of 
business developments affecting his own territory, not 
overlooking the possibility that happenings in general 
industry may influence local business conditions. Im- 
portant business items should be routed to each employee 
and, above all, discussion should be encouraged either 
in groups or with the individual. 

The credit department needs constant planning and 
study with the thought in mind that methods in pro- 
cedure satisfactory yesterday may be outmoded today. 
The work of the department calls for as much progres- 
siveness as may be found in any other division of a store, 
and should be style-minded and up to date in its opera- 
tion. Although customers are not interested in the details 
of internal operation, what is done and the way it is 
done creates either good or bad customer relations. 

The credit office should be regarded as the hub of the 
wheel around which good customer relations are estab- 
lished and maintained, particularly in those stores where 
the credit sales make up the largest percentage of volume. 
From another point of view, the credit department is 
the largest selling department in many organizations, 
inasmuch as its sales embrace all the various departments, 


as well as the general good will of the entire establish- 
kkk 
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John E. Ernst 


John E. Ernst, 75, Credit Manager, Sonnenfelds, 
St. Louis, Mo., died January 31, of heart disease. He 
was employed at Sonnenfelds for 57 years and had been 
credit manager for 50 years. He is survived by his 
wife, two sons and two daughters. 


Ralph H. Varney 


Ralph H. Varney, 44, Credit Manager, Chandler 
Landscape and Floral Co., Kansas City, Mo., died 
January 19, after two months’ illness. He was a Direc- 
tor and Past President of the Retail Credit Association 
of Kansas City and a Director in the N.R.C.A. in 1939. 


He is survived by his wife and two daughters. 


David Templeton 


David ‘Templeton, Manager, Passaic & Bergen 
Counties Credit Bureau, Paterson, New Jersey, died 
suddenly December 30. He was President of the 
Columbia Regional Conference. 


Harry P. Hovey 


Harry P. Hovey, 59, Hovey-Beals & Boley, Kansas 
City, Mo., died January 25, after several months’ illness. 
He was a Director of the Retail Credit Association of 
Kansas City for over 20 years and served as Chairman 
of the Credit School since its inception. He is survived 
by his widow and three daughters. 





Long Beach Credit Women Elect 
The Long Beach Credit Women’s Club elected the 


following officers and directors for 1945: President, Bea 
Edman, Long Beach Independent; Vice-President, Nell 
Riordan, Barnett’s Bootery; Secretary, Lois Boynton, 
Dr. George Barker; Treasurer, Peggy Conner, Des- 
mond’s. Directors: Constance Brown, Dobyn’s Foot- 
wear; Myra King, Walkers; Frances Stucken, Frances 
Style Shop; and Madeline Segriest, Long Beach Credit 
Association. 


Amendment No. 15 to Regulation W 


The Board of Governors of the Federal Reserve Sys- 
tem has announced that Regulation W _ is _ hereby 
amended, effective February 5, 1945, by adding “or by 
any State agency pursuant to similar State legislation” 
at the end of subsection (q) of Section 8 entitled “Ex- 
ceptions” so that subsection (¢) will read as follows: 

(q) Servicemen’s Guaranteed Loans.—Any extension 
of credit guaranteed in whole or in part by the Adminis- 
trator of Veterans’ Affairs pursuant to the provisions of 
Title III of the Servicemen’s Readjustment Act of 1944, 
or by any State agency pursuant to similar State legisla- 
tion. 
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J. E. Rytten in New Post 


J. E. Rytten, former Credit Manager of Ann Lewis 
Shops, Baltimore, Md., is now associated with the Gen- 
eral Public Loan Corporation, as Collection Manager 
for their two Baltimore offices. 


New Officers at Philadelphia 


Arthur C. Kaufmann, executive head of Gimbel Bros., 
has been reelected president of the Philadelphia Mer- 
chants’ Association for his fifth consecutive term. Other 
officers elected to serve during 1945 include: Vice-Presi- 
dent, Arthur Bloch, N. Snellenburg & Co.; Vice-Presi- 
dent, Maurice Spector, The Blum Store; Treasurer, 
Robert E. Ralston, Frank & Seder; Secretary-Managing 
Director, Carl Fissell; Counsel, Paul Freeman, of Free- 
man, Fox & Steeble. Other members of the association 
elected to the board are: Harry C. Berlinger, Hardwick 
& Magee Co.; Sidney Blauner, Blauner’s, Inc. ; Walter 
Chevallier, Lane Bryant? Inc. ; Leander Claflin, Claflin’s 
Shoes; Phil N. Cohan, Oppenheim Collins; John J. 
Davies, A. G. Geuting, A. H. Geuting Co.; George H. 
Johnson, Lit Bros.; Howard Cooper Jackson, Straw- 
bridge & Clothier; Harry T. Jackson, Jackson & Moyer; 
John B. Knox, Bonwit Teller; Thomas Sinclair, Jr., 
George Allen, Inc.; Morton E. Snellenburg, N. Snellen- 
burg & Co.; Harry I. Stern, Stern’s; Thomas Wriggins, 
Sr., Dewees; and Julius N. Zeckhauser, Frank & Seder. 


E. A. Wright Observes Anniversary 


Edward A. Wright, Credit Manager, Savannah Elec- 
tric and Power Co., Savannah, Ga., observed his 38th 
anniversary with the Company on February 1, and his 
2\st anniversary as Credit Manager. Before coming 
with the Company, he was employed by the Southern 
Bell Telephone and Telegraph Co. He is prominent in 
fraternal circles and is a Past President of the Associated 
Retail Credit Managers of Savannah. 


Mary O. Bristow Retires 


Mary O. Bristow, President, Credit Reporting Co., 
Colorado Springs, Colo., recently retired after thirty 
years of faithful and devoted service. She will be suc- 
ceeded by E. Bland Cresap who has been her partner 
and Manager for the past nine years. 


C. R. M. Gale Retires 


C. R. M. Gale, Credit Manager of David Spencer’s 
Department Store and thrice president of the Vancouver 
Association, has retired from participation in Association 
affairs. A Senate of past presidents is being formed to 
act in an advisory capacity to the Board of Directors and 
it is expected that Mr. Gale will be the “Father” of 
this group thereby insuring the continued benefits of his 
valuable experience. 
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Sioux City, lowa 

The new officers and directors of the Sioux City Retail 
Credit Association are: President, Leo F. Stroupe, 
Johnson & Sewell Co. ; Vice-President, Wilford Wilcox, 
Bekins Van & Storage Co.; and Secretary-Treasurer, 
Gertrude Brown, Mazie’s. Directors: Alfred O’Brien, 
Davidson Bros. Co.; Miss Florence Harholt, Schoene- 
man Lbr. Co.; Mrs. Violet Sundquist, Holland Lbr. Co. ; 
and Henry W. Williges, August Williges Inc. 


Spokane, Washington 

At the 34th annual banquet of the Spokane Retail 
Credit Association, the following officers and trustees 
were installed: President, John Busby, Alexander’s; 
Vice-President, John Perry, Exchange Lumber & Mfg. 
Co.; Treasurer, Harry Jones, Old National Bank of 
Spokane; Secretary, N. M. MacLeod, Spokane Credit 
Bureau; Assistant Secretary, M. T. Warrick, Spokane 
Credit Bureau; and Past President, Fred Emry, Emry’s, 
Inc. Trustees: Arlene Tenneson, Johnson Bungay 
Fuel Co.; Dante Tye, Ernie Majer; Russell Koch, Pratt 
Furn. Co.; Jack Pengelly, C. E. Carlson & Co.; Chas. 
Adams, John W. Graham & Co.; and Harley J. Boyle, 
The Crescent. 


Houston, Texas 

The Houston Retail Credit Association, at their 
annual meeting on January 24, elected the following 
officers and directors for 1945: President, J. W. Robert- 
son, Gordon’s, 411 Travis, Inc.; 1st Vice-President, 
Sherman Harris, Creditors Service Bureau; 2nd Vice- 
President, A. P. Kinghorn, Gibraltar Savings and Build- 
ing Association; Secretary, C. B. Butcher, Retail Credit 
Exchange, Inc.; and Treasurer, George E. Blohm, Wil- 
son Stationery and Printing Co. Directors: Geo. L. 
Asbeck, Rolle, Jewett, & Beck; J. L. Pollak, L. 
Lechenger, Jeweler; O. O. Lynn, Thos. Goggan & 
Bros.; Sam H. Alexander, Union National Bank; C. P. 
Haynes, United Gas Corp.; M. D. Pell, Gulf Oil 
Corp.; Mrs. Agnes Sutter, Sutter Water Heater & 
Plumbing Co.; and Mrs. Nina Gayle Meier, Columbia 
Dry Goods Co. 


Corpus Christi, Texas 

At the annual election of officers and directors of the 
Associated Retail Credit Men of Corpus Christi, Corpus 
Christi, Texas, held January 23, 1945, the following 
were elected: President, Fred R. Medlen, M. Lichten- 
stein & Sons; Vice-President, N. S. Longaker, Sears- 
Roebuck & Co.; Secretary, Mrs. Louise Erb, Randall’s; 
and Treasurer, Miss Ethel Pippin, Mangels. Directors 
elected were: J. M. Redmond, San Antonio Machine 
& Supply Co.; J. J. Otto, Gulf Chevrolet Co.; W. H. 
Fair, Ashmore Paint Co.; and Gordon L. Lewis, Mer- 


chants Credit Association. 





Position Wanted 











Crepir EXECUTIVE AND ACCOUNTANT: Age 49. 
Would like to locate in or near Cleveland. Full details 


as to background available. No objection to traveling. 
Address Box 351, Creprir Wor~p. 











‘a Compiled by Research Division, National 
Retail Credit Association 


ARTHUR H HERI. Rese 


January. 19435 vs. 1944 


OLLECTIONS INCREASED .4 per cent in Jan- 
uary; credit sales 1.2 per cent; and total sales 12.8 
per cent, in 35 cities in the United States and Canada 
reporting to the Research Division, as compared with 
January, 1944. Collections were unchanged. The in- 
creases in credit and total sales were not as great as in 
the previous month due to the scarcity of merchandise 
resulting from heavy Christmas buying. 
Highlights of the monthly analysis are shown in the 
tables below: 


rr) wim 
Highlights—January 


35 Cities reporting. 
10,319 Retail stores represented. 


COLLECTIONS 


Cities reported increases. 

Was the average increase for all cities. 

Was the greatest increase (Ft. Worth, 
Texas). 

Cities reported no change. 

Cities reported decreases. 


Was the greatest increase (Aberdeen, 
s. D 


CREDIT SALES 


Cities reported increases. 

Was the average increase for all cities. 

Was the greatest increase (Cedar Rapids, 
Ta.). 

Cities reported no change. 

Cities reported decreases. 

Was the greatest decrease (Astoria, Ore.). 


TOTAL SALES 


Cities reported increases. 

Was the average increase for all cities. 

Was the greatest increase (Corpus Christi, 

Texas). 

Cities reported no change. 

Cities reported decreases. 

Was the greatest decrease (Youngstown, 
Ohio). 


Ne 
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tire MONTH of MARCH is named after 
Mars, the god of war. It was the month in 
ancient Rome when soldiers reported for their 
annual tour of duty to take up arms and march 
against their foes. March was the month chosen 
by the Romans because climatic conditions gen- 
erally were favorable by that time, and soldiers 
could once again go forth to battle. 

This March, in Europe, we are approaching what 
is seemingly a climax to the greatest and most destructive 
war ever fought in history. Although we in America 
are not close to the scene of battle, all of us have felt 
the war’s many ramifications and its reactions on the peo- 
ple around us, particularly in our own community. 

So, in this month of March dedicated to the god of 
war by the ancient Romans, let us resolve to back our 
fighting forces to a greater degreé than we ever have 
before; for ultimate victory depends not only upon the 
might of our armed forces but also upon you and me. 


This Month’s Illustrationss— > 


Illustration No. 1 used by Schuneman’s Inc. of Saint 
Paul, Minnesota, and signed by Mr. F. H. Koch, is a 
seasonable and interesting letter regarding Spring shop- 
ping. It makes use of a novel arrangement of the ad- 
dress and salutation to attract the reader’s attention. 

This year, in the retail trade, we have been promised 
better materials and lower prices by O.P.A.; and for 
this reason Spring shopping should have an added zest 
for customers. Because this letter invites Schuneman 
customers to visit the store and look over the merchandise, 
it is appropriate for this occasion. Moreover, the 


—— Emblem 














GUARD YOUR CREDIT 
AS A SACRED TRUST 


* ARI ‘you R CREDIT 
as A 
SACRED TRUST 


Order from 


NATIONAL RETAIL CREDIT ASSOCIATION 


Shell Building St. Louis, Missouri 
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friendly chat regarding the use of the Charga-plate is 
good psychology since the statements made in print show 
that the customer’s credit is highly rated by the store. 

The further reminder that the shopping service can 
be brought to the home merely by a telephone call, acts 
as an added incentive to buy. The service stressed in the 
last sentence is an excellent thought. It takes the place 
of the old-fashioned personal greeting of the owners of 
the store to their customers; and thus is both friendly and 
courteous. 

Illustration No. 2 written by The Rudolph Wurlitzer 
Company of Chicago and signed by Mr. A. B. Hunter, 
credit manager, is a personalized first reminder letter. 
By using the quotation, “Credit is Faith in Humanity,” 
Mr. Hunter is emphasizing on the customer a fact which 
the latter will find difficult to forget. For oftentimes 
a short and effective quotation will have more effect upon 
a reader than a routine collection letter. 

Illustration No. 3 used by the Cummings Co. of 
Dorchester, Mass., and signed by Mr. D. E. Price, 
President, is a letter that typifies the spirit of Easter (a 
religious festival kept alive throughout the centuries) 
both in its tone and in its colorful make-up. 

From the first sentence to the last, the letter is brimful 
of good cheer, and positive in its tone and personal ap- 
peal. The expressions “something new,” “something 
smart,” “something cheerful,” “soft pastels,” “frilly 
blouses,” “fluffy dickies,” “dresses new and chic,” “gay 
prints,” “colorful jerseys,” etc., are colorful words and 
capture the imagination. 

All these festival ideas are crystallized in the last para- 
graph by the statement to the customer to take advantage 
of the Easter display by using her charge account which 
is open and available. A final touch of the Easter spirit 
is exemplified in the lower right-hand corner by the 
Easter bunny who is pictured as eminently satisfied with 
the many offerings on display, upon which he casts a very 
approving eye. 

Illustration No. 4 used by Fredrick & Nelson of 
Seattle, Washington, and signed by Mr. L. A. Buzard, 
credit manager, is a sales promotion letter that has 
brought good results. This letter is sent by the store to 
names taken from C.O.D. lists, “Paid” sales, paid-up 
budget accounts, and also names of parents listed in the 
nursery run by the store. From these various sources, 
the names are then checked with the store’s Master-File 
of customers before the letter is written so that no dupli- 
cation will occur. 

The letter brings out the convenience that a charge 
account can give, and makes easy the acceptance of the 
invitation to open an account by inclosing a blank to be 
filled out and returned to the firm. The ending para- 
graph is friendly in tone and sincere in its appeal for 
business. wae 
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SCHUNEMANS 1c 


sixTtH AND WABAS HA 
SAINT PAUL MINNESOTA 


With a hint 
Of Spring in 


The Air 


t 
re, no doubt, planning « shopping tour @ 
Taunema's very soon, Just now, with the nesr 
approach of Easter and Spring, the store is a 
especially interesting with ite colorful stoc 
for the new season, 


why I am writing you: to 
count is still 
conveniences, 
Charga-plate, 
Simply hand the salesperson your 
cay *Charge=tt" and anything in this wealth of 
beautiful and practical werchandise is yours. 


when you 

And may I remind you, too, that even 

find it inconvenient to come to the store we 

still are no farther away than your telephone. ‘ 
Our shopping service will bring you what you want. 


lease give 
Whenever we can serve you in any way P. 
us the opportunity. We deeply appreciate ad 
patronage and shall try to prove cur gratit by 
the service rendered, 


Cordially yours 


SCHU N'S, Inc. 
rg 
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March 15, 1945 
Mrs. Teema Simons 


50 Kneeland St. 
Boston 11, Mass, (3) 
Dear Mrs. Simons: 


EASTER IS APRIL lst! THAT'S VERY SOOM! 





It's time to think of wearing apparel - something new - 
something smart - something cheerful. 


You will find whatever you are locking for at Cummings. 
Our stocks of COATS and SUITS in soft pastels, durable 
textures, 100% wools, and gabardines are most fashion- 
able this season. And our frilly blouses and fluffy 
dickies are delightful. To complete your Easter ensemble 
we have a beautiful assortment of bags and gloves. 

MAKE YOUR SELECTION NOW 


Dresses at Cummings are new and chic. Made in gay 
prints - colorful jerseys and solid color crepes. See 
our attractive new crisp cotton frocks. They present 

t on your buying list. If you are style-minded, 
yeu are Cummings-minded. 


We of Cummings want to thank you for your past patronage 
and we wish to remind you that your account is open and 
available for your immediate use in this store. 


It will be e pleasure to serve you. Come see us often 
this spring -- won't you? 


Cordially yours, 
Uefaig 
D. B. Price 
President 


“UNTIL FINAL VICTORY BUY BONDS ~ 
AND WORE BONDS" 
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Executive orrices 


THE RUDOLPH WURLITZER COMPANY 
108 W. ADAMS GTeEET 
cHIcaso 3 
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February 11, 1945 


Mr, Walter Rose 
7845 Westminister 
Chicago, Tlinois 
Dear Mr, Rose: 


From the cover of a well-known monthly magazine we 
quote the following, "CREDIT IS FAITH IN HUMANITY." 


We have had "faith" in you by extending our liberal 
credit terms that make it possible for you to pay 
conveniently. 


Won't you repay our "faith" by sending us a check 
now for your past due balance of $28,957 


Sincere 
Credit Manager 


Wor .ilzer 


THE NAME THAT MeANe Allene TO MILLIONS 








FREDERICK & NELSON 


SeaTtTi« 


@) 


February 4, 1945 


Mre. Ralph Woods 
Apartment 45, Newton Hotel 
Seattle, Washington 


Dear Mrs, Woods: 


Thank you for your appreciation of our sto 

re. We 
sincerely hope you will always find pleasure and 
Satisfaction in our merchandise and Service, 


As the convenience of a charge account wou 

1d be 
helpful to you for future transactions, we earmestly 
invite you to become one of our charge customers. 


Tou can accept this invitation by fillin, 

i out and 
re 
pt mg the enclosed application for our permanent 


Your friendship for our store is sincere 
We hope we shall always deserve it. 


ly appreciated, 
Cordially 


L. A. Bugard 
Credit Manag 
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* * Only two of the first 110 requests for permis- 
sion to hold group meetings with attendance of 
more than 50 persons have been approved by the 
War Committee on Conventions, it was announced on 
January 22. The two approved are American Red 
Cross which plans a series of Regional Meetings in 
connection with its forthcoming $200,000,000 War 
Fund Campaign and the United War Fund of North 
Carolina for a one-day meeting of 65 persons. 


* * Henry A. Wallace, who pictures himself as a 
champion of small business in his testimony before 
the Senate Commerce Committee, implied that 
smaller enterprises have not fared well and big in- 
dustry has been favored unduly. The Division of 
Research and Statistics of the Federal Reserve 
Board tells another story: small business, generally 
speaking, has done better than big business during 
the war. 


* * There is a bill pending to cancel the still un- 
collected half of the forgiven 25 per cent of the 
1942 income taxes provided for in the pay-as-you-go 
law. The measure has no serious support. Besides, 
Congress has not reached the point of considering 
any kind of reductions in federal revenue. 


* * The Office of Defense. Transportation ordered 
discontinuance of all scheduled trains providing 
seasonal service to resort areas and, effective March 
1, of all trains the seat occupancy of which averaged 
less than 35 per cent in November. 


* * For the period between the end of the German 
war and the final victory over Japan, congressional 
leaders think that the most taxpayers can hope for 
is a 10 per cent horizontal reduction. In the first 
years of peace, they probably will have to be sat- 
isfied with repeal of the excess-profits tax, elimina- 
tion of some excises, and a small reduction in per- 
sonal income tax rates. Percentagewise, the biggest 
cuts are likely to come at the upper and lower ends 
of the scale. Middle bracket taxpayers, as usual, 
will be the last to get any substantial relief. 


* * According to Business Week, spending and 
saving habits of the people are taking a turn which, 
if continued, will make the job of controlling infla- 
tion all the harder. Consumers’ incomes now are 
up only slightly (on a seasonally adjusted basis) 
from early this year, but retail sales are rising at a 
great rate. With taxes taking the same bite, this 
means less saving. This evil.will begin to show up 
in its worst light if people continue to try to spend 
against growing supply shortages in 1945. 


* * Shortages of consumers’ goods will last longer 
and be tighter than has been expected. The primary 
reason is that the European war did not end when 
the Army thought it would. This brought about 
necessary changes in production plans without much 
warning. Serious problems for the civilian economy 
are now possible as a result of the war production 
picture. 





** You cannot deduct as a bad debt, for income 
tax purposes, the ioss you suffered for failing to file 
a timely claim for a tax refund. A federal circuit 
court of appeals so holds in a case involving a manu- 
facturer who paid a federal excise tax, later invali- 
dated, on his output. 


** The newly proposed national service legisla- 
tion is causing some deeply rooted worry wrinkles 
for jewelry credit men throughout the country, for 
with the passage of the act, whether it affects only 
4F’s and nurses and certainly if it envelops an even 
larger group, credit men may be faced with the prob- 
lem of deferring present debts and renovating com- 
pletely their present credit policies. 


** Irving S. Olds, Chairman of the Board of 
Directors of United States Steel Corporation, said re- 
cently: “American Industry was converted promptly 
for war purposes without too much talk or complaint. 
This was so because everyone recognized that such 
a conversion was vital to the public interest. Why 
should our mental attitude not be the same when 
the reverse step is taken? Once the requirements 
for war are fully met, we should go about the busi- 
ness of getting back to a peacetime basis just as ex- 
peditiously and uncomplainingly as is possible.” 


* * Keeping poor records or no records at all is 
one of the outstanding causes of business failures. 
In a study of retail management practice made by 
the Department of Commerce, it was found that 
among the stores surveyed, 83 per cent of those mak- 
ing a profit kept up-to-date accounts, while 88 per 
cent kept neat and orderly books. 


* * Redemptions of War Savings Bonds are on the 
decrease, and the Treasury says the reason is the 
quicker system of redeeming the bonds at banks. 


** The 8 billion dollars held in the reserves of 
the State unemployment compensation systems at the 
end of this year will be more than ample, under 
existing standards of benefits, to meet maximum 
probable demands made upon them during the transi- 
tion period, according to an article appearing in the 
December issue of the Survey of Current Business, 
of the Department of Commerce. The position of the 
unemployment compensation funds is said to be so 
favorable as to render feasible liberalization of bene- 
fits so that the needs of those who will be unem- 
ployed as the result of the reconversion of industry to 
peacetime production will be more adequately met. 


* * Hal H. Hale, Executive Secretary of the Amer- 
ican Association of State Highway Officials, declared 
late in January that highway projects now “on the 
boards” would require about eight and a quarter 
billions of dollars. T. H. MacDonald of the Public 
Roads Administration estimates it will require two 
and a half billions a year for three years to bring the 
country up to date on repair, maintenance and con- 
struction of vital highways. 
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--Culled Fiat Felleral Resetoa Dulletia of the FedersiRacstveSyvten:” 
«by the Research Division, National Retail Credit Association 


CONSUMER CREDIT outstanding increased about 
215 million dollars during December to an estimated 
total of 5,823 millions at the end of 1944. Consumer 
indebtedness began to level off early in 1944, but 
during the last five months increased steadily, and on 
December 31 was about 440 million dollars or 8 per 
cent larger than on corresponding date of 1943. 
More than half of the increase in total indebtedness 
during 1944 was charge account credit. 

Instalment sales credit, other than automobile 
credit, rose somewhat more than is usual at this sea- 
son, reflecting heavy instalment buying at stores 
handling Christmas and luxury merchandise. Charge 
accounts receivable showed about the customary sea- 
sonal rise in December but at the end of the year 


were about 17 per cent larger than on December 31, 
1943. 
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[Estimated amounts outstanding. In millions of dollars] 





TOTAL TOTAL INSTALMENT CREDIT 


SINGLE- 





END OF MONTH! coNSUMER | INSTALMENT SALES CREDIT 


OR YEAR 


CHARGE 





CREDIT AUTOMOTIVE 


ACCOUNTS 





September 
October_______ 
November___- 
December 


1944 
January 
February 
M 


Oe a 
QO © 00 00 CO > CO 


Or OOWA- 
to C100 bo OO 


ee 
0299 O00 S00 te 
ODOM 


Q0 00 60 ~3 00 ~3 00 


228 
388 


September. 
October 


ET 














ASTON TU Or 
ONO 
wo 
DOR tt 
~° 
3 to 


20 Dm bo 
8 





wor ewtwou-~ 
Omar Nuw 


en 


bo G0 6000 CORD bo ae 


ee 
Sat es et Or OSD 
LEER er oSeote 
SR8Ncrazar 
a 
8 wwrs 
Coco) 
OCIS IH oOS 
SASSAAWS@ 


Sass 


aon 


838 





8 











at ak tt ptt 
oOo 
— 
tak Pt ha 
Jc Be fk fk tt rt tp 


nN 
te 
= 
= 





CREDIT WORLD 
MARCH, 1945 











Business Activity Is 11 Per Cent Higher Than a Year Ago 


THE VOLUME of trade and industry continues 
to hold up well and in many places is rising gradually 
after some slackening in production a few months 
ago. The rate of business activity is about 11 per 
cent higher than it was a year ago but the recent 
increases have been somewhat less than they were 
during the early months of last year. Current in- 
dications are that during the next few months condi- 
tions will remain about as they are now. 


NOT ONLY is the general average of all business 
relatively stable, but also the variations among dif- 
ferent industries and in different parts of the coun- 
try are somewhat less than they were a few months 
ago, when many plants were expecting to reconvert 
to peacetime production soon. Now the emphasis on 
maximum war production is keeping total produc- 
tion everywhere as high as capacity and available 
labor will permit. 


THE LA SALLE MAP of Business Conditions be- 
low does indicate, however, some significant facts 
about activity throughout the United States and 
Canada. The areas of greatest expansion are along 
both the Atlantic and Pacific Coasts, throughout 
much of the South, and in various spots of the in- 
dustrial Middle West. The fact that these areas 
show the greatest gains over last year is doubly sig- 
nificant because they were the places where business 
was high a year ago. War plant capacities have not 
been expanded so much in recent months, but evi- 





dently the plants are operating even more efficiently 
with slightly fewer employees. 

BUSINESS CONDITIONS in the agricultural re- 
gions are better than they have been for many years 
but they have not improved quite so much as in 
other regions. In spite of record crops and farm 
income last year, business in rural areas is lagging 
somewhat. One exception is in parts of the South 
and in the Northwest. In the Southwest activity is 
high, due partly to the record production in the oil 
fields. Farming areas in which livestock is pre- 
dominant are making a slightly less favorable show- 
ing than are those where income is more closely 
related to crop production. 

BUSINESS VOLUME in New York and other At- 
lantic seaport cities has increased much more than 
the national average. One significant factor in 
pushing business upward in those places is the 
large quantities of goods which are being shipped 
to supply the military forces and for lend-lease to 
our allies. Foreign trade is at peak levels and the 
handling of it stimulates business not only among 
the manufacturers who make the goods, but also 
among transportation agencies handling them. 

IN CANADA the volume of trade and industry is 
increasing at about the same rate as in the United 
States. Gains have been greatest in the industrial 
region north of the Great Lakes, in the East, and 
along the Pacific coast. In every section business 
is higher than it was a year ago. 
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The Credit Bureau 


There is a Credit Bureau in 
this community that keeps a 
record of the manner in 
which you pay your bills. Its 
files are open to every credit 
granter. 

As a cooperating member 
we furnish the Bureau a list 
of slow and unsatisfactory 
accounts. If your past due 
account is reported to them, 
it may affect your credit 
record. 

Guard your credit by pay- 
ing all bills promptly. 


* * DEBTORS ARE shown in 
this Tested Collection Insert, 
how their credit record is avail- 
able to all members of the 
Credit Bureau. They are made 
to realize that it will pay them 
to “pay their bills promptly” 
and thus maintain a good credit 
record. 


** IN SCORES of cities 
throughout the country, credit 
granters are effecting collec- 
tion of old accounts through 
the aid of this splendid Insert. 
Not only does it turn past-due 
receivables into cash, but it is 
an effective means of educat- 
ing customers to pay bills 
promptly. 

* * THE SIZE of both the 
Sticker and Insert is as shown. 
The Sticker is printed in blue 
ink on yellow gummed stock 
and the Insert is printed in 
green ink on goldenrod paper. 


* * TRY OUT a thousand of 
each and watch your collec- 
tions improve! 


x * * 


Only $2.00 a thousand 


Collection Aids 


* * The new CREDIT BUREAU sticker shown 
on the left has been prepared as a companion 
piece to the remarkably successful “Who’s Who” 
Insert illustrated below. This sticker carries an 
excellent educational message and should be used 
on accounts more than sixty days past due. If 
remittance is not received, the “Who’s Who” In- 
sert should be mailed two weeks to a month later. 
This combination will prove an inexpensive and 
effective collection aid. 















































We have YOUR NAME 

in this “Who's Who” 
As a member of the Credit Bureau we are 
called upon to report, at frequent intervals, 
the credit standing of our customers. This 
report is available to every merchant or pro- 


fessional man who is a member of the Credit 
-Bureau. 


Your account with us at the present time is 
PAST DUE. To maintain a good credit rec- 
ord, you should make a payment NOW or 
arrange for an early settlement. 


Customer’s Name 


Firm Owed 
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Two Effective 





NATIONAL RETAIL CREDIT ASSOCIATION 


SHELL BUILDING ST. LOUIS 3, MO- 
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Analysis of Accounts 


THERE ARE THREE major reasons why we ana- 
lyze accounts: 

1. To determine their age and valuation. 

2. To help us do a better credit extension job. 

3. As a means to increase volume through charge 
account promotion. 

1. Aging of Accounts. Accounts receivable can be 
termed an inventory of your customers and the amount 
owing. Every store takes a periodic inventory of its 
merchandise, and we should take similar inventories of 
our accounts receivable. By an inventory we mean the 
analysis of our asset, such as, ““How good is it?” How 
long has it been in stock? What are the chances of 
having it collected? In my eXperience,:accounts receiv- 
able are aged by most stores at least once a year, and in 
many cases twice a year. 

There are, no doubt, many methods of aging accounts. 
One way is to make a list of every account on the 
books, using an analysis of accounts receivable form such 
as that available through Lowe Martin Co. Ltd. It 
provides space for the name of account, balance owing, 
date of last payment, amount of last payment, and a 
spread showing amount owing for three months, three 
to six months, seven to twelve months, thirteen to twenty- 
four months, and two years and over, with space also 
provided for information as to whether the account is 
good, doubtful or bad. 

With this information completed for all outstanding 
accounts, it is up to the Credit Manager to examine 
each one separately, and set up a reserve, based upon 
the age of the accounts. This reserve varies with the 
experience of the individual firm whose accounts have 
been analysed. Just because a reserve is set up does not 
indicate, however, that any particular account is good, 
bad or indifferent. An account that is over six months 
old may be classified as a preferred account, and may be 
collectible one hundred cents on the dollar. However, 
for balance sheet and income tax purposes, reserves 
should be set up. 

The percentage set up for reserve requirements will 
be based on the collection experience of the firm. All 
accounts that are bad will be written off. We use a 
write-off ledger for this purpose, and after making 
efforts to collect these bad accounts through our own 
collection channels, we turn over many accounts to col- 
lection agencies. 

It is important for the collection department to check 
the collection percentages every month and make com- 
parisons with previous years, and also with other collec- 





HILDA M. SCANLON, A. J. Freiman Limited, 
Ottawa, Ontario, delivered this lecture at a 
recent Retail Credit School in Ottawa. 
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tion data which may be available. In any such collection 
percentages, of course, we must segregate the open charge 
account percentages from instalment, for the collection 
percentage on open accounts is naturally much higher 
than on instalment accounts. 

After bad accounts are written off, what should we 
do with them? Naturally, we exert every pressure to 
make collections on these accounts even though they 
are written off, and we tab our records so that addi- 
tional credit will not be extended to these customers, 
Even before an account becomes past due, that is, the 
minute it becomes slow we transfer the account to our 
collection department for attention. A collection card 
is made, and a constant supervisory effort is given it. 
In this way, many delinquent accounts become paid up, 
and eventually may become fair credit risks. With the 
present consumer credit regulations, an open charge 
account cannot become delinquent for more than sixty 
days, and while we may get into more trouble on instal- 
ment accounts, the required one-third down payment 
limits our losses considerably. 


2. Credit Extension. How should we determine the 
credit limit? If the customer has established credit at 
your store, that is, if she has had an instalment account 
for some years and requests an open charge account, you 
would base the credit limit on the average monthly pay- 
ments that the customer has made on her instalment 
account. If the customer wished to open an instalment 
account, you would base the instalment credit limit on 
the average payment made on the open charge account. 

Is it advisable to discuss the credit limit with the 
customer when she opens the account? This question 
must be left to store policy. Some firms arrange credit 
limits with the customer when opening the account; 
other firms do not think it advisable to discuss the 
credit limit. 

Limit on Instalment Accounts 


It is difficult to place a credit limit on an instalment 
account. As an example, you might not extend open 
charge account credit on clothing in the amount of 
$300.00, but you would extend credit on furniture or 
electrical equipment on an instalment account in the 
amount of $300 with a deposit of $100.00 and the bal- 
ance divided in ten equal monthly payments at the rate 
of $10.00 a month, plus a carrying charge. The cus 
tomer has an equity in the géods, and if worse comes to 
worst you can always repossess. 

You must analyze your accounts to find out whether 
your credit limits are too high or too low. This is 
necessary to enable credit authorizers to okay charges as 
speedily as possible. I am, of course, referring to ac- 
counts authorized by telephone and tube systems, for 
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accounts must not only be flagged (if delinquent) due to 
consumer credit regulations, but also in order that slow- 
paying customers may be brought to the credit manager’s 
office to discuss with them the reason for the account 
being slow or to make arrangements for reestablishing 
their credit. 

3. Analysing accounts for sales promotion purposes. 
There are many ways to analyze accounts, with the end 
in view of increasing business. There are inactives, those 
who buy for cash only, and those who buy only in certain 
departments. 

Reviving inactive accounts is a big subject in itself. 
We can attempt to revive accounts either by telephoning 
customers who have not purchased in a certain length 
of time, or send out a letter inviting them to visit the 
store and asking if there is anything wrong with the 
store’s services. We can also use sales promotion efforts, 
such as talking about new merchandise, latest styles, or 
the price appeal of merchandise. 

The definition of an inactive account varies with the 
individual store. In some stores a customer who has 
not purchased for six months may not be classified as 
inactive, particularly if the store caters to customers 
who live in widely separated geographical areas; while 
a store catering to a well-knit area may consider an 
account inactive which has not shown a transaction for 
four months. 

Reviving Inactive Accounts 


We should use the facilities of every department to 
assist the revival of inactive accounts. Many stores 
have an addressograph system where all of their ac- 
counts are in the addressograph file. A system can easily 
be evolved wherein accounts that have not purchased for 
the required length of time can be kept in separate files 
according to months. Then it is a simple matter to run 
these inactive charge account plates through your machine. 

Names of customers who buy in certain departments 
only can be obtained through a system of tabbing the 
charge account plates, or through an analysis of the 
business done with your customers. The method used 
depends entirely upon the system employed in the store. 
Surely in a store of any size there are certain depart- 
ments which are stronger from the merchandising view- 
point than other departments, and we find customers 
patronizing departments which are strongest. 

An analysis may indicate that we have to play up 
merchandise lines in a department which customers are 
not patronizing, by having a larger selection of mer- 
chandise, better priced lines, more style appeal, etc. 

I realize that it is cash that pays the rent, but we must 
also realize that of the business we do with customers, 
our charge account customers form the more consistent 
part of that business, and that part we may term the 
life of any business. It is a known fact that charge 
account customers are more loyal than cash customers, 
and as such we naturally are interested in retaining and 
increasing the charge account list, for it is they who 
come back time after time, and it is they who have 
confidence in your firm and who buy regular merchandise 
and not sale merchandise. 

We may find that the cost of opening an account is 
prohibitive, and may not proceed with the method we 
are employing. It is wise, therefore, to try other methods 
which might prove more fruitful at a lesser cost. *** 
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SUCCESSFUL 
CREDIT 
DEPARTMENT 
LETTERS 


VOLUME Ill 








In this newly prepared Volume, we 
have gathered together a selection of 
letters and forms written for special 
purposes but which can easily be 
adapted to other businesses. 


With increased responsibilities and 
the manpower shortage there is less 
time these days for the busy Credit 
Manager to sit down and write that 
difficult adjustment, good will or 
perhaps “trying” collection letter. 
Here is your opportunity to secure a 
practical, up-to-date booklet containing 
173 excellent examples of credit 
department letters and forms of all 
types, among which are: 

e@ Account Solicitation 

@ Collection 

e@ Declining Account 

e Adjustment 

e Credit Sales Promotion 

e@ Inactive Account 

@ Good Will 

e@New Account Acknowledgment 
e@ Account Solicitation 


Many of these are seasonal, others tie 
in with anniversaries, etc. A letter for 


every purpose. 


Only $1.00 to members—$1.50 to 
non-members. 


BE ONE OF THE FIRST TO 
ORDER A COPY! 


NATIONAL RETAIL CREDIT 
ASSOCIATION 
Shell Building + + St. Louis 3, Mo. 
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e Journeyings... 


The Montgomery Association meets twice monthly at 
night; the meetings are exceedingly well attended and the 
programs constructive. A guest at the meeting was Mr. 
L. R. Shouse, Supervisor of Credits for the National Manu- 
facture & Stores Corporation of Atlanta. This company 
operates approximately twenty-seven furniture stores in the 
South and practically all of them are National members. I 
first met Mr. Shouse when he was Credit Manager of the 
Phoenix Furniture Company, Beaumont (one of the National 
stores) and President of the Beaumont Association. 

The Association recently decided that all new members 
will automatically become National members and plans are 
now under way to bring into the National family the few 
who are not members of N.R.C.A. 

Went to Birmingham Tuesday evening and spent Wednes- 
day and Thursday in that city. On Wednesday evening I 
had dinner at the Tutwiler, the guest of Past President Leo 
and Mrs. Karpeles. Other guests were Mr. and Mrs. W. V. 
Trammell and Mr. and Mrs. W. E. Willett. Mr. Trammell 
is Secretary and was one of the founders of the Birmingham 
Association in the spring of 1918. Mr. Willett is President 
of the Bank for Savings & Trusts, and was one of the or- 
ganizers of the Birmingham Association, having accompanied 
me on calls on prospective members nearly 27 years ago. 


Birmingham Meetings Well Attended 


On Thursday noon I had the pleasure of talking informally 
before the local group. The Birmingham meetings are al- 
ways well attended and that association meets weekly—every 
week in the year—and has done so since it was organized 
over a quarter century ago. 

Called on Paul Vaughan of Vaughan & Weil, Inc., who is 
now conducting, and has for several years, a very successful 
ladies’ apparel business. Mr. Vaughan is a Past President of 
the Association and a former National Director. Calls were 
also made on Past President Karpeles, Secretary-Treasurer of 
Burger-Phillips, T. A. Nickel, Credit Manager of McKelvey- 
Coats Furniture Co., and Director-at-Large representing Dis- 
trict 4, F. B. Burns, and S. A. Ivey, Louis Pizitz Dry Goods 
Co., D. H. Howell, Sears, Roebuck & Company, President of 
the Birmingham Association, B. C. DeLoach, Loveman, 
Joseph & Loeb, Local Membership Chairman, W. V. Beddow 
of Bromberg & Company, W. E. Willett of the Bank for 
Savings & Trusts and W. V. Trammell of the Credit Bureau. 

Was scheduled to leave Birmingham for Columbus, Georgia, 
a distance of 150 to 170 miles, Friday morning, but found 
that most of the day (six hours) would be spent on the 
bus or local train. I learned that the City of Miami, a 
streamliner from Chicago to Jacksonville, was scheduled to 
leave Birmingham at ten o’clock Thursday evening. Only 
31% hours were required to make the trip and although I had 
a reservation in Columbus for Friday afternoon arrival, after 
making several telephone calls and through the efforts of 
Hoke Wilkinson, Bureau Manager at Columbus, we suc- 
ceeded in having the reservation at the Ralston Hotel changed 
for arrival at 1:30 Friday morning. 

An informal dinner meeting was held Friday night, with 
key members of the association and several members of the 
Credit Women’s Breakfast Club present. Hoke Wilkinson, 
Secretary of the association and Bureau Manager, had ar- 
ranged for delicious steaks to be served, something unusual 
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in these times. Calls were made on some of the members 
Friday and Saturday. George Keen, Secretary-Treasurer of 
J. A. Kirven Company and immediate Past President of Dis- 
trict 3, was in New York. He wired his regrets to me at 
New Orleans earlier in the month. 

Among others we called on R. T. Bradberry of the Georgia 
Power Company, a Director of District 3 and Membership 
Chairman for the state. Messrs. Keen, Bradberry and Wil- 
kinson have plans under way to materially increase the Na- 
tional membership in Columbus. Calls were also made on 
one of the National standbys, L. R. Christie of the United 
Oil Corporation, T. Earle Taylor, Secretary-Treasurer, Mil- 
ler-Taylor Shoe Company, Miss Mary Hagins, J. A. Kirven 
Company, and Mrs. Helen M. Head, Montgomery Ward & 
Co. 

Was sorry not to be able to call on the President of the 
Credit Women’s Breakfast Club, Miss Dora Mae McCook. 
Her business, however, was in the wholesale district and it 
had been my pleasure to see her at the meeting on Friday 
evening. 

Left Columbus on Sunday morning January 14, for At- 
lanta, where that afterncon I attended a conference of 
representatives of Districts 3 and 4, presided over by Henry 
C. Alexander, Credit Manager of Belk Brothers, Charlotte, 
and President of District 3. There were present from At- 
lanta Mrs. Kitty Lofton, President, and Mrs. Elsie Hinds, 
Corresponding Secretary of the Credit Women’s Breakfast 
Clubs of North America, L. S. Gilbert, Past President of the 
Associated Credit Bureaus of America, who represented the 
Credit Bureaus and Talley Kirkland, Past Chairman of the 
Collection Service Division, ACB of A, who represented the 
collection men. 

It was. decided unanimously to postpone the joint confer- 
ence of Districts 3 and 4, scheduled to be held in Charlotte, 
March 12-13. It is hoped conditions will improve sufficiently 
to permit holding the conference next fall. 

On Monday afternoon and Tuesday, accompanied by 
Messrs. Alexander and Gilbert, calls were made on National 
Director H. H. Fettes of Sears, Roebuck & Co., former Na- 
tional Director J. M. Clyatt of J. P. Allen & Co., and 
Charles H. Dicken, who for many years was active in the 
Cleveland and Cincinnati associations, and who, since July 
of last year, has been Credit Manager of Davison-Paxon Co. 
Calls were also made on I. Ruden of Rich’s, Inc., and Len- 
ville Parker of Geo. Muse Clothing Co., a former President 
of District 3. 

The President of the Atlanta Association, W. M. Wilson, 
Wofford Oil Co., met us at the office of the Credit Service 
Exchange, where we discussed association activities after 
which several of us went to lunch together. 

Cycle billing was adopted several months ago by J. P. 
Allen & Co., Davison-Paxon and Rich’s. All expressed them- 
selves as well pleased with the results. 

Mr. Alexander could not attend the meeting of the At- 
lanta Association Tuesday night, as he was scheduled to be 
in Augusta for a luncheon meeting Wednesday noon. I had 
practically lost my voice, the result of a bad cold, but after 
some effort I managed to address the association and answer 
questions for a period of thirty or forty minutes. 

Journeyings, starting with Greenville, S. C., will be 
covered in the April Creprr Wortp. 
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“Modern Billing Control” 


mui «= (Beginning on page 4.) TIENT 
notice comes to the clerk in charge of the cycle, as previ- 
ously explained. She then sets the Graph-A-Matic Con- 
trol Signal to cover the latest month for which the bill is 
paid in full. This position of the signal immediately and 
visibly indicates whether the account ‘is liquid or frozen 
under Regulation W, and it also tells the clerk who 
analyzes collections whether there is anything for her 
to do about it. The Graph-A-Matic Control Signal 
makes collection analysis of more than 96,000 accounts, a 
one hundred hour a month job. For the first four months, 
we follow past-due accounts by means of printed notices. 
Beyond that period, which is signalled graphically, per- 
sonal and individualized collection follow-up is used. 

I have mentioned that we preaddress a statement for 
every active account. Each billhead bears two imprints 
of the name and address. When there is no account ac- 
tivity within a month, the upper portion of the bill is 
separated and stuffed into the pocket so that the brown 
overprint on the transcript ledger, which can be seen 
through the circular punch of the title insert, is covered. 
The lower portion of the billhead then becomes an auto- 
matic notice to the promotion department which it em- 
ploys to reactivate the account. Thus, the seeming waste 
of paper and effort required to preaddress bills to tem- 
porarily inactive accounts is not a waste at all. Instead, 
it is a means both to save expense and to promote sales. 
It saves expense because we have found by test and 
study that it is less costly to use this method than to 
reset print and nonprint tabs on customer addressing 
plates and to prepare typed or manually written lists of 
inactive accounts ; 

Since we mail to the customer all the supporting sales 
checks and credit memoranda which support the bill, it is 
essential that we provide a means of duplicating this 
material for future reference. This is no problem to us. 
Before the bill and tickets and promotional inserts are 
stuffed, the posted bill, sales checks, and merchandise 
credits and payment receipts are microfilmed so that we 
are in possession of an extremely compact record of all 
transactions in a form which are legally admissible, should 
we ever have occasion to produce them. 

From the point of view of internal control, we are 
better off than we formerly were because operations are 
now broken down on a scientific, analytical basis. We 
can and do make time studies and keep performance 
records of accomplishment and we know exactly the pro- 
duction of each clerk on each type of operation. 

In view of the results we are achieving, I am sure that 
Cycle Billing as practiced by Ed. Schuster & Co., is 
a truly modern and progressive method of billing con- 
trol which deserves careful consideration of forward- 
looking, intelligent retail credit men in large, medium, 
and small stores. Although our own application does 
involve more than 96,000 active accounts and more than 
50,000 aecounts which are active spasmodically, I feel 
that what we have done here in Wisconsin’s largest de- 
partment store is not just something for the big fellows. 
I am confident it is in the interest of every retail credit 
manager, regardless of the number of the accounts he 
must control, to check for himself what the Kardex 
method of Cycle Billing can accomplish for him. 














YOU HELP IN THE 43 
WAR EFFORT & 


When! 


You shop during the hours when 
stores and transportation are 


less crowded. 
You buy carefully, eliminating 
returns and exchanges. 


You take packages with you. 


You do not make unreasonable 
requests for delivery or other 
services. 


You use your charge account 
and pay promptly. 


ALL-PURPOSE 


Sticker 


© © Here’s a grand All-Purpose 
Sticker with a message that ap- 
peals to the customer’s spirit of 
cooperation. It isn’t so easy to 
tell customers that they must 
not make unreasonable _re- 
quests; that they must shop 
wisely; take purchases with 
them; pay promptly, etc. 


®@ @ This little Sticker does all 
this and more—not in a de- 
manding way, but in a manner 
that appeals to the American 
spirit of cooperation. A trial 
order will prove that this 
Sticker is action-impelling and 
a most effective good _ will 
builder. 


®¢iIt is printed in dark blue 

ink on goldenrod, gummed pa- 

per and is boxed in quantities 

of 1,000 each. Order by num- 

ber (D-5) from your local 

— Bureau or National Of- 
ce. 


® © Give it a try and we know 
you will be pleased with the 
results. 


Only $200 a thousand 


NATIONAL RETAIL 
CREDIT ASSOCIATION 


Shell Building . . St. Louis, Mo. 
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Members attending District and National Conferences each year 
return home with many worth while ideas, the result of group meeting 
discussions. This year we shall not have the privilege of interchang- 
ing ideas and experiences at such meetings because they have been 
cancelled at the request of and in cooperation with the Government, 
in its effort to curtail traveling. 


You are, therefore, urged to participate in a Conference by mail, 
and the National Office will appreciate outlines of procedures, ideas 
that have resulted in more efficient operations, and copies of effective 
Credit Department letters. In return, the National Office will assist 
you in the solving of any problem in which you are interested. 


All that we will need will be a brief explanation of your problem, 
which will be sent to members in your line of business, with the request 
that they explain the manner in which they handle that particular 
matter. In some instances the information will no doubt be in our 
possession and we may be able to offer a solution, or if it is a matter 
of system, it may be possible to suggest. improvements in the way of 
streamlining the method. Letters, procedures, or proposed short cuts 
in office systems will be published in The Creprr Wortp as soon after 
they are received as possible. 

It is hoped that sufficient material will be received to give us, by 
mail, the benefits of an annual conference—with the exception, of 
course, of addresses delivered at the morning sessions. The latter will 
be covered by publishing in The Creprr Worvp addresses and papers 
on subjects of interest to credit granters in North America. 


Your participation will be helpful and will be very much 


appreciated. 


General Manager-Treasurer 
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